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LIEPw' 


EVERYBODY 


WANTS  A  CAR 


The.  Chicago  Daily  News  is  read  by  more 
people  in  Chicago  and  vicinity  who  own 


passenger  cars  and  trucks  than  any  other 
newspaper  published  in  the  .Middle  West. 
Read  regularly  by  seven  out  of  every  nine 


English  speaking  adults  in  this  territory,  it 
also  reaches  an  overwhelming  majority  of 
those  who  have  not  yet  bought  passenger 


cars  and  who  should  buy  trucks. 
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New  England  is  a  great 

good  seeurities  and  for 
Ijooks  and  periodieals 


Many  of  the  leading  periodicals  and  most  of 
the  first  sellers  in  fiction  have  the  newspapers 
to  credit  with  their  basic  growth,  to  say  noth¬ 
ing  of  the  intervals  when  publicity  of  that 
sort  was  an  Essential  and  a  Recourse. 

One  issue  of  the  Daily  newspapers 
of  New  England  amounts  to  nearly 
double  the  circulation,  in  New 
England,  of  all  the  leading  maga¬ 
zines,  and  the  rate  is  small,  com- 


advertise  to  all  the  balance  of  the 
United  States  at  the  same  time  and 
pay  for  one  small  page  about  what 
five  big  pages  would  cost  in  all  the  New  England  E.  L.  Dailies — A  whole 
year’s  advertising  as  against  one  shot ! 

In  New  England  papers  you  can  cover  all  New  England  and  know  what 
it  has  cost  you  for  New  England,  and  you  can  do  it  section  by  section, 
intensely,  and  close  work  the  trade  at  the  same  time. 

Fancy  a  big  local  advertiser  missing  a  CHANCE  to  advertise  in  his  daily  paper!  W'hy 
he  figures  such  advertising  as  essential  and  necessary,  quite  as  much  so  as  his  rent. 


paratively.  To  use  a  magazine  to 
advertise  New  England,  you  must 


that  are  advertised  in 
the  Daily  newspapers. 


Market  for  bonds  and 


1  SELECT 

LIST 

of 

NEW  ENGLAND 

NEWSPAPERS 

MASSACHUSETTS— Population,  3,605,522 

2.S00 

10.000  . 

Circulation  lines 

lines . , 

Boston  Advertiser  and 

Anieriran  . (S) 

365,660 

33 

.35  . 

301.270 

.40 

.40 

Boston  Cilobe  ......(ME) 

293,781 

.30 

.30  : 

Boston  (ilobe  . (S) 

329,781 

.35 

.35 

Boston  Post  . (M) 

459.603 

.45 

.45 

Boston  Post  . (S) 

367.074 

.35 

.35 

Boston  Berord  . (F,) 

50.650 

.15 

.15 

Boston  Trstncrrint  ....(E) 

44.170 

.18 

.18 

FaB  River  Herald . (E) 

9.419 

.025 

.025 

Fitrbhnrf  Dailv  News  (E) 

6.140 

.025 

.025 

FitrhliurK  55entinel  ..(E) 

6,912 

.025 

.01785 

Haverhill  Gazette  ....(E) 

13.072 

.0285 

.0214 

T.vnn  Item  . (E) 

15,121 

.05 

.0333 

Lvnn  Telegram- 

News  . (E&S) 

15.000 

.04 

.04 

I.owell  Conner- 

Citizen  . (ME) 

16,780 

.035 

.035 

New  Bedford  Standard- 

Mereury  . (ME) 

25.307 

.05 

.05 

Salem  News  . (E) 

18,355 

.055 

.04 

Worcester  Gazette  ....(E) 

29,625 

.07 

.05 

1  MAINE— Population.  762.787. 

Portland  Express  ....  (E) 

25,263 

.06 

.045 

Portland  Telegram  ...(S) 

21.846 

.045 

.035 

RHODE  ISLAND- 

Population,  591,215 

Pawturket  Times  . (E) 

23.752 

.06 

.04 

Providence  Bulletin  ..(E) 

55.300 

.12 

.12 

Provitlence  Journal  (M*.S) 

32.082 

.075*10 

.075*10 

Providence  Tribune  ..(E) 

28.156 

.07 

.07 

Westerly  Sun  . (E) 

4,223 

.02 

.015 

Woonsocket  Call- 

Reporter  . (E) 

11.888 

.04 

.03 

1  VERMONT— Population.  361.205. 

1  Rarre  Times  . (E) 

6,765 

.0214 

.0143 

1  Burlington  Dailv  News  (E) 

8,200 

.02 

.02 

1  tBurlington  Free 

1  Press  . (M) 

10.489 

.025 

.025 

1  CONNECTICUT— Population 

1,114,756  1 

Bridgeport  Post- 

Telegram  ....(M&E) 

45,463 

.095 

.085 

Bridgeport  Post  . (S) 

13.205 

.045 

.035 

Hartford  Gonrant  ...(MS) 

24.745 

.06 

.05 

Hartford  Times  . (E) 

36.055 

.06 

.06 

New  Haven  Register  (ES) 

26.959 

.06t 

.045 

New  London  Dav  ....(E) 

11.636 

.03 

.025 

New  London 

Telegraph  . (M) 

4.830 

.0128 

.0128 

Wat-rhurv 

Republican  . (MS) 

10,762 

.035* 

.025 

tRate  on  2.800  lines. 

•Rate 

on  3,500  lines.  1 

1  Government  StateinentfL,  April  1919. 

1 

1  tA.  B.  C.  April  Ist.  1919. 

1 
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MORTHBRN^ 

O  H  I  ^ 


Land  Here 

No  equal  area  is  enjoying 
more  substantial  prosperity 
than  Cleveland  and  Northern 
Ohio. 

In  this  territory  are  some  of 
the  country’s  most  important 
manufacturing  centers  —  some 
of  its  richest  farm  land.  A 
dozen  live  cities  like  Akron 
(160,000  population),  Youngs¬ 
town  (1.30,000),  Canton  (8.3,- 
’000),  scores  of  live  towns  like 
Zanesville  (32,000),  Sandusky 
(26,.300)  and  Ashtabula  (23,- 
000),  are  within  a  hundred 
miles  of  Cleveland,  and  this  2,- 
800,000  population  territory 
can  all  he  covered  by  one  news- 
paper— THE  CLEVELAND 
PLAIN  DEALER.  No  other 
paper  reaches  so  many  first  class 
homes  in  Cleveland  and  North¬ 
ern  Ohio.  You  can  land  this 
market  through  THE  PLAIN 
DEALER  alone. 

We  co-operate  with  adver¬ 
tisers  in  furnishing  jobber  and 
dealer  lists,  sales  analyses,  in¬ 
dividual  investigations,  etc.  Ad¬ 
dress  Merchandising  Service  De¬ 
partment  and  get  the  benefit  of 
the  PLAIN  Dh’ALER’S  seventy- 
seven  years’  standing  in  this 
field. 


The  PlainDealet 


Kaslprn  Representative 
JOHN  R.  W  OODWARD, 
Times  Bldg.,  Netv  York 


Largest  Morning  Circulation  Between  New  York  and  Chicago 


W  estern  Representative 

JOHN  GLASS, 

Gas  Building,  Chicago 


■s 
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If  you  were  to  ask 

most  any  intelligent  Philadelphian 

how  to  make  your  advertising 

do  you  the  most  good 

in  Philadelphia, 

the  reply  undoubtedly  would  be: 
“Put  it  in  The  Bulletin.” 


Dominate  Philadelphia 


Create  maximum  impression  at  one  cost  by  concentrating 
in  the  newspaper  “nearly  everybody”  reads — 


The  Bulletin 


Net  Paid  Average  0*90 

for  April 


Copies 
a  Day 


No  prize,  premium,  coupon,  or  other  artitirial  circulation  8tiniiilation  inetliods  have  ever  heen  U8ed  hy  “The  Bulletin 


EDnOR«wPUBLISHER 


Issued  every  Thursday — forms  closing  at  two  P,  M.  on  the  Wednesday  preceding  the  date  of 
publication — hy  The  Editor  &  Publisher  Co.,  Suite  1117,  New  York  World  Building,  63 
Park  Row,  New  York  City.  Private  Branch  Telephone  Exchange,  Beekman  4330. 
James  Wright  Brown,  President;  Fenton  Dowling,  Secretary. 
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MOVE  IN  CONGRESS  TO  CREATE  FEDERAL  BUREAU 
TO  CONDUCT  ADVERTISING  AND  PUBLICITY 

Senator  Cummins’  Bill  Provides  for  Expert  Direction  and  Cabinet  Member  Board — Paid 
Advertising  for  Departmental  Enterprises — Would  Promote  Foreign  Relations 
Through  Advertising — Means  to  Enforce  Honest  Advertising 


By  Robert  T.  Barry. 

(staff  CORRF.SPONDENT.) 

WASHINGTON,  June  3. — Senator  Al* 
liert  S.  Cummins,  of  lovva,  presi- 
(leiit  pro  tern,  of  the  Senate,  has  made 
■  a  delinile  move  looking  to  the  creation 
of  a  special  Government  bureau  to 
;  scientilically  apply  advertising  methods 
to  the  enterprises  of*the  various  federal 
departments,  thus  giving  tangible  expres¬ 
sion  to  a  jiolicy  which  has  long  been 
advocated  by  Euitor  and  1‘iibi.isher  and 
leading  advertising  men  who  hold  that 
.State  advertising,  as  has  so  remark- 
altly  been  demonstrated  abroad,  is  the 
short,  economical  and  effective  route  to 
certain  jiublic  undepstanding  of  govern¬ 
mental  policies  and  purposes — ^basis  of  a 
true  democracy. 

Senator  Cummins  is  determined  to 
urge  the  passage  of  a  bill  which  he  says 
would  mean  a  greatly  to  lie  desired  sys¬ 
tem  of  bringing  the  Government’s  puli- 
iicity  ventures  to  a  distinctively  business 
basis,  coupling  economy  with  efliciency. 

Will  Get  Action 

By  reason  of  his  influence  in  the  Sen¬ 
ate  and  the  general  agreement  in  Con¬ 
gress  that  some  steps  are  necessary  to 
co-ordinate  the  publicity  activities  of  the 
various  departments.  Senator  Cummins 
is  in  a  position  to  get  action  on  his  bill. 
It  has  been  referred  to  the  Committee 
on  Commerce,  which  will  take  it  up  at 
an  early  date. 

The  Cummins  bill  is  important,  first 
liecause  it  recognizes  publicity  by  direct 
statute  as  a  definite  ftmetion  of  the  Gov¬ 
ernment  and  not  a  temporary  war  meas¬ 
ure  nor  something  deiiendent  upon  the 
individual  viewpoint  of  department 
heads  or  bureau  chiefs.  It  recognizes 
paid  advertising  as  an  essential  part  of 

itbe  Government’s  publicity  and  pro- 
poses  a  systematic  administration  of  the 
matter. 

The  Cummins  bill  provides  for  the 
creation  of  a  Bureau  of  Publicity  in  the 
Department  of  Commerce.  The  very 
next  sentence  then  reads; 

“1  hat  a  director  of  suitable  knowledge 
and  experience  in  the  business  or  pro¬ 
fession  of  advertising  be  appointed  by 
the  President  to  administer  the  affairs 
of  the  Bureau  of  Publicity  under  the 
general  direction  of  the  Secretary  of 
Commerce.” 

An  Advisory  Board 

Senator  Cummins  would  have  an  ad¬ 
visory  hoard  composed  of  all  members 
of  the  Cabinet  to  be  known  as  the  Pub¬ 
licity  Conference  Board,  its  ptirpose 
being  to  give  '‘instructions,  information 
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and  suggestions”  to  the  Director  of 
Publicity. 

-Not  only  would  paid  advertising  cam¬ 
paigns  be  conducted  by  this  bureau  in 
liehalf  of  the  War  and  Navy  Depart¬ 
ments  in  the  matter  of  obtaining  enlist¬ 
ments,  the  Interior  Department  on  all 
public  land  oi>enings  and  other  questions 
reqtiiring  public  interest,  the  Agricul¬ 
ture  Department  in  connection  with 
farming,  marketing  and  other  bulletins, 
the  Treasury  Department  ‘‘for  the  dis¬ 
posal  of  United  States  bonds  and  other 
purposes,  but  certain  other  definite  func¬ 
tions  related  to  development  of  foreign 
trade  through  dissemination  of  adver¬ 
tising  information  for  .\merican  com¬ 
mercial  interests  would  he  ilelegated  to 


the  bureau.  Commercial  information 
forwarded  to  Washington  by  American 
consuls  throughout  the  world  wotild  be 
published  by  the  Government  through 
the  medium  of  publicity  and  advertising 
for  the  benefit  of  .American  business. 
Advertising  campaigns  would  be  con- 
dticted  in  foreign  countries  to  ‘‘promote 
prestige  and  public  favor  for  American 
colleges,  institutions  and  merchandise.” 

To  Coordinate  Effort 
There  appears  to  be  small  room  to 
doubt  that  the  Cummins  bill  will  receive 
consideration  at  an  early  date  as  part 
of  the  general  program  of  Congress  to 
inquire  into  the  various  publicity  activ¬ 
ities  of  the  Government  which  at  present 


are  regarded  as  involving  too  heavy 
expenditures,  duplication  of  effort  and 
in  some  instances  a  lack  of  appreciation 
on  the  part  of  the  men  in  charge  of 
what  constitutes  legitimate  publicity  by 
the  Federal  departments. 

The  Senate  Committee  on  Printing, 
headed  by  Senator  George  H.  Moses,  of 
New  Hampshire,  a  newspaper  man  of 
many  years’  experience,  is  in  favor  of 
some  steps  to  co-ordinate  the  various 
publicity  agencies  and  to  establish  a  defi¬ 
nite  policy  of  publicity  and  advertising. 

1  he  text  of  the  Cummins  bill  follows: 

Bill’s  Full  Text 


‘‘To  establish  a  Bureau  of  Publicity 
in  the  Department  of  Commerce  to  have 
charge  of  all  the  advertising  of  the  Fed¬ 
eral  Government;  to  secure  greater  pub¬ 
licity  for  information  intended  for  the 
general  public  and  coming  from  the 
various  departments  of  the  Government ; 
to  advise  and  counsel  with  all  private 
Interests  regarding  foreign  advertising: 
and  to  co-operate  with  organized  adver¬ 
tising  interests  of  the  Nation  in  pro¬ 
moting  and  in  securing  legislation  to 
compel  adherence  to  honesty  and  re¬ 
liability  in  the  advertising  of  all  firms 
and  individuals  throughout  the  Nation. 

"He  it  enacted  by  the  Senate  and 
House  of  Representatives  of  the  United 
States  of  America  in  Congress  assem¬ 
bled,  That  there  be,  and  is  hereby,  cre¬ 
ated  a  Bureau  of  Publicity  in  the  De¬ 
partment  of  Commerce. 

"Sec.  2.  That  a  director  of  suitable 
knowledge  and  experience  in  the  busi¬ 
ness  or  profession  of  advertising  be 
appointed  by  the  President  to  admin¬ 
ister  the  affairs  of  the  Bureau  of  Pub¬ 
licity  under  the  general  direction  of  the 
Secretary  of  Commerce.  The  compensa¬ 
tion  for  the  Director  of  the  Bureau  of 
Publicity  shall  be  $6,000  per  annum. 

Board  Personnel 

‘‘Sec.  3.  That  for  the  proper  and  ef¬ 
ficient  utilization  of  the  Bureau  of  Pub¬ 
licity  a  Publicity  Conference  Board  is 
hereby  created,  consisting  of  the  Sec¬ 
retary  of  Commerce,  the  Secretary  of 
State,  the  Secretary  of  War,  the  Secre¬ 
tary  of  the  Navy,  the  Postmaster  Gen¬ 
eral,  the  Secretary  of  the  Interior,  the 
Secretary  of  .\griculture,  the  Secretary 
of  the  Treasury,  the  Secetary  of  Labor, 
and  the  Attorney  General,  all  acting  ex 
officio.  It  shall  be  the  duty  of  the  Pub¬ 
licity  Conference  Board  to  meet  as  often 
as  quarterly  and  as  much  oftener  as 
they  desire,  at  which  meetings  the 
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Director  of  the  Bureau  of  Publicity 
shall  lie  given  such  instructions,  informa¬ 
tion,  and  suggestions  as  the  various  de¬ 
partments  wish  to  have  receive  the 
benelits  of  the  Bureau  of  Publicity.  The 
lK>ard  shall  organize  as  it  sees  fit  for 
the  transaction  of  business  and  a  quorum 
shall  consist  of  half  the  members. 

“Sw.  4.  That  the  Direettir  of  the  Bu¬ 
reau  of  Publicity  shall  appoint,  under 
the  rules  of  the  Civil  Service  Commis¬ 
sion.  such  assistants  and  other  enqiloyees 
as  he  may  deem  necessary  and  the  Pub¬ 
licity  Conference  Itoard  may  approve  of. 
The  comiiensations  for  the  persons  so 
apjKiinted  shall  be  such  as  the  Publicity 
Conference  Board  may  authorize. 

Appropriations 

“Sec.  5.  That  there  is  hereby  appro¬ 
priated  for  the  purjiose  of  defraying  all 
expen.ses  for  the  maintenance  of  the 
Bureau  of  Publicity,  including  the  pay¬ 
ment  of  salaries  herein  authorized,  out 
of  any  money  in  the  Treasury  of  the 
I’nited  States  not  otherwise  appropri¬ 
ated,  such  funds  as  shall  be  reported 
necessary  and  be  approved  of  by  the 
Director  of  the  Bureau  of  Publicity  and 
the  Publicity  Conference  Board.  A  de¬ 
tailed  statement  of  all  expenses  under 
this  act  and  of  all  receipts  hereunder 
shall  be  submitted  to  Congress  at  the 
iteginning  of  each  regular  session. 

“Sec.  6.  That  the  Bureau  of  Publicity 
herein  created — 

“(a)  Shall  prejiare  and  direct  all  ad¬ 
vertising  of  the  Federal  War  and  Navy 
Departments  intended  to  secure  recruits 
for  the  .\rmy  and  Navy,  or  for  other 
purposes. 

“(b)  Shall  prepare  and  direct  all  ad¬ 
vertising  desired  by  the  Department  of 
the  Interior  for  the  disposal  of  land,  an¬ 
nouncement  of  public-land  openings,  re¬ 
quests  for  bids  on  public  supplies,  and 
such  other  advertising  or  publicity  as 
may  lie  desired  by  the  Department  of  the 
Interior. 

“(c)  Shall  prepare  and  direct  all  ad¬ 
vertising  or  publicity  desired  by  the  De¬ 
partment  of  .\griculture  for  the  dis¬ 
semination  of  information  as  to  bulletins 
and  various  data  which  the  said  depart¬ 
ment  may  wish  to  have  brought  to  the 
attention  of  the  general  public  or  part 
thereof. 

“(d)  Shall  prepare  and  place  all  ad¬ 
vertising  or  [uiblicity  desirerl  by  the  Sec¬ 
retary  of  the  Treasury  for  the  disposal 
of  United  States  lionds  or  other  pur- 
jKises. 

“(e)  Shall  prepare  and  place  such 
advertising  or  publicity  as  may  be  re- 
<iuired  by  any  other  department  of  the 
I'ederal  Government  which  wishes  to 
have  service,  information,  or  publications 
brought  to  the  attention  of  the  general 
public  or  any  part  of  the  general  public. 

Distributing  Cost 

“Sec.  7.  That  the  cost  of  preparing 
and  directing  all  advertising  or  publicity 
matter  required  to  be  done  by  the  Bu¬ 
reau  of  Publicity  .shall  be  borne  by  this 
Bureau  of  Pu)ilicity  and  paid  for  out  of 
the  appropriations  made  for  its  general 
maintenance  expenses;  but  the  cost  of 
placing  such  advertising  or  publicity 
aside  from  its  preparation  and  direction 
shall  lie  borne  in  all  cases  by  the  depart¬ 
ment  or  bureau  of  the  Government  for 
which  it  is  placed. 

“Sec.  8.  That  the  Bureau  of  Pub¬ 
licity — 

“(a)  Shall  collect  and  keep  on  file 
adequate  information  and  data  relative 
to  the  leading  publications  and  other 
advertising  media  in  all  foreign  coun¬ 
tries,  thtyr  rales  for  advertising  service 
and  space,  rules  and  regulations,  and 
any  other  information  that  may  be  of 
value  to  .\merican  commercial  itiierests 
to  promote  trade  in  said  foreign  coun¬ 
tries,  all  this  information  and  data  to  be 
kept  available  for  reference  for  private 


VICTORY  IN  SIGHT  AFTER  A  LONG  FIGHT! 

IN  the  issue  dated  .'\pril  21,  1917,  EDIT(JR  &  PUBLISHER  printed 
an  editorial  suggesting  a  Department  of  Advertising  for  the 
Government.  The  vital  need  of  the  nation  for  an  advertising 
policy  and  program  directed  by  the  ablest  man  to  be  found  for  the  work, 
was  pointed  out. 

For  more  llian  a  year  previous  to  that  time  Editok  &  Pub- 
i.isHEK  had  U-cn  urging  upon  the  (iovernment  a  paid  advertising 
policy.  It  was  early  in  1916  that  a  committee  had  waited  upon  the 
President  to  assure  him  that  the  newspapers  and  periodicals  of  the 
Country  would  donate  a  million  dollars’  worth  of  advertising  space 
for  use  in  promoting  the  mobilization  of  the  nation’s  industries  for 
possible  war  tasks. 

Kiiitok  &  PuBi.iSHER  at  that  time  opposed  vigorously  the 
proposition  to  donate  advertising  space  to  the  Government — opposed 
it  on  principle,  and  because  it  served  to  classify  advertising  space  as 
a  thing  of  doubtful  value,  not  a  service-commodity  to  be  purchased 
on  the  same  business  basis  governing  the  purchase  of  other  things 
needed  by  the  Government. 

Throughout  the  period  of  the  war  Iuiitor  &  Publisher 
continued  to  urge  upon  the  W^ashington  Government  the  adoption  of 
a  sane  and  sensible  policy  of  paid  advertising — through  which  the 
great  bond  sales  might  have  been  conducted  in  a  business-like  way, 
without  waste  or  duplication  of  effort  and  without  unjustly  taxing 
the  generosity  of  individuals. 

The  prospect,  now  bright,  for  the  creation  of  a  Department  of 
.Advertising,  or — failing  in  that — the  adoption  of  definite  and  adequate 
advertising  policies  by  the  various  Departments  of  the  Government, 
is  particularly  gratifying  to  this  journal  as  illustrating  the  victory  of 
common  sense  over  intrenched  precedents. 


individuals,  institutions,  and  firms  at  all 
times  free  of  charge,  except  where  the 
fiiniishing  of  such  information  and  data 
involves  considerable  expense,  as  in  the 
case  of  costly  printed  matter  or  books, 
in  which  latter  case  a  reasonable  charge 
may  be  made,  the  said  charges  to  be 
regulated  at  the  discretion  of  the  Di¬ 
rector  of  the  Bureau  of  Publicity. 

Foreign  Service 

“(b)  It  shall  lie  the  duty  of  the  Bu¬ 
reau  of  Publicity  to  have  in  its  employ 
assistants  who  have  acquired  exjiert 
knowledge  of  advirtising  in  foreign 
countries,  and  it  shall  lie  the  duty  of  the 
expert  assistants  to  give  counsel  free  of 
charge  at  any  time  concerning  these 
matters  to  private  firms  and  individuals 
who  desire  to  promote  their  trade  or 
service  in  foreign  cotmtries. 

“Sec.  9.  That  the  Bureau  of  Publicity 
shall  employ  such  advertising  or  pub¬ 
licity  as  may  promise  to  be  most  ef¬ 
ficient  to  disseminate  in  the  ITnited 
States  valuable  information  and  data 
supplied  by  .American  consuls  in  foreign 
coutitries  as  to  opiRirtutiities  existing  in 
those  countries  for  the  promotion  of 
American  commercial  or  other  interests. 
.A  sjiecial  appropriation  shall  be  esti¬ 
mated  and  requested  for  this  jnirposc 
by  the  Director  of  the  Bureau  of  Pub¬ 
licity  and  included  in  the  general  appro¬ 
priation  allowed  annually  by  Congress 
fttr  the  administration  of  the  bureau,  and 
subject  to  the  approval  of  the  Pttblicily 
(’onfereiice  Board. 

To  Promote  Honesty 

“Sec.  10.  That,  subject  to  the  ait- 
proval  and  direction  of  the  Publicity 
Conference  Board,  the  Bureau  of  Pub¬ 
licity  shall  study  means  for  and  suggest 
and  conduct  advertising  or  iiublicity 
campaigns  in  various  foreign  countries 
to  promote  prestige  and  public  favor  in 
said  various  foreign  countries  for 
.American  colleges,  institutions,  mer¬ 
chandise.  and  service  of  all  kinds  which 
it  is  desired  to  promote  abroad.  .A  spe¬ 
cial  appropriation  shall  be  estimated  and 
re(|uested  for  this  purpose  by  the 
Director  of  the  Bureau  of  Publicity  and 
be  included  in  the  general  annual  ap¬ 
propriation  allowed  by  Congress  for  the 
work  of  the  bureati  and  subject  t<j  the 
approval  of  the  Publicity  Conference 
Board. 

“Sec.  11.  That  the  Bureau  of  Pub¬ 
licity  shall  co-operate  with  all  organized 
advertising  interests  in  promoting  and 
in  securitig  legislation  to  comitel  hon¬ 
esty  and  reliability  in  both  the  domestic 


and  foreign  advertising  of  all  firms,  in¬ 
dividuals,  and  institutions,  and  is  au¬ 
thorized  to  employ  counsel  or  experts 
in  the  furtherance  of  this  work,  subject 
to  the  approval  of  the  Publicity  Con¬ 
ference  Board. 

“Sec.  12.  That  this  act  shall  take 
effect  from  and  after  its  jiassage." 

New  York  Pictorial  Daily 
Report  Unconfirmed 

Latest  Rumor  Connects  George  Utassy 
with  Supposed  New  Venture  by 
(Chicago  Tribune  Men 

No  statement  was  given  out  this  week 
in  reference  to  the  report  that  the  Chi¬ 
cago  Tribune  was  idanning  to  print  in 
New  A’ork  a  morning  ])ictoriai  news- 
j'apcr.  The  latest  unconfirmed  report 
is  that  George  L^tassy,  who  was  general 
manager  of  the  Ilearst  Magazines,  will 
be  publisher  and  general  manager  of  a 
morning  pictorial  in  New  A'ork  City,  if 
one  is  started,  with^^rthur  Clarke,  for¬ 
merly  city  'editor  of  the  New  York 
World,  as  matiagitig  editor. 


Milwaukee  Ad  Club  Elects 
Milwaukee,  June  2. — Frank  B.  Jen¬ 
nings,  advertising  manager  of  the  Ed¬ 
ward  Schuster  &  Co.  department  stores, 
has  been  re-elected  president  of  the  Ad¬ 
vertisers’  Division  of  the  Milwaukee  As¬ 
sociation  of  Commerce.  Edward  D. 
Wolff  was  elected  vice-president,  and 
Hugo  Vogt,  secretary-treasurer.  Vint- 
non  M  Pace.  James  M.  Allman,  I'rank 
M.  Bruce,  M.  C.  Rotier  and  L.  S.  Mc- 
Meekin  are  members  of  the  board  of 
governors. 

Fox  Made  Business  Manager 
Hoi  ston,  Tex.,  June  4. —  M.  Iv  Foster, 
liresident  of  the  Houston  ('hronicle,  has 
appointed  I'red  Fox  to  be  business  man¬ 
ager  of  the  Chronicle,  succeeding  E.  C. 
White,  who  has  gone  to  St.  Paul  to  lie- 
come  circulation  director  of  the  Pioneer 
Press.  Mr.  h'ox  has  been  with  the 
auditing  deiiartment  of  the  Chronicle  for 
the  past  ten  years  and  has  had  entire 
charge  of  the  paper’s  Liberty  Bond  De¬ 
partment,  which  handled  over  20,(X10  ac¬ 
counts. 


“F.  T.  C."  ('.hairinan  Returns 

William  B.  Colver,  chairman  of  the 
Federal  Trade  Commission,  is  home 
from  a  two  months'  trip  to  Europe. 


PREDICT  A  BIG  A.  B.  C.  • 
ATTENDANCE  \ 

Arrangements  Rapidly  Being  Finished  — 
Motion  Will  Be  Made  to  Have  A.  B. 

Show  Net  Amount  of  Cireulation 
Money  Derived  by  Publishers. 

CiiicAco,  June  4. — Plans  are  rapidly 
maturing  for  the  sixth  annual  conven¬ 
tion  of  the  members  of  the  Audit  Bit- 
reau  of  Circulations,  to  be  held  in  the  ? 
Hotel  I.a  Salle,  June  19  and  20,  a  rec¬ 
ord-breaking  attendattce  being  fore¬ 
casted.  The  fifth  anniversary  of  the 
founding  of  this  institution,  which  has 
proved  itself  of  such  vital  importance 
to  the  advertising  and  publishing  in¬ 
dustry,  is  to  be  celebrated  on  this  occa¬ 
sion.  I 

June  19  will  lie  devoted  to  divisional 
meetings,  whereat  various  classes  of 
publishers  and  advertising  interests  will  I 
discuss  their  various  interests.  The  I 
convention  really  will  open  at  10  o’clmk  ' 
on  June  20. 

Among  the  more  important  topics  to 
be  considered  will  be  change  of  the 
by-laws,  revisions  having  been  sug¬ 
gested  by  legal  advisers  after  months’ 
of  study.  These  have  been  endorsed 
by  a  majority  vote  of  the  Class  A  mem¬ 
bers  and  come  up  at  the  convention  for 
final  ratification. 

Among  the  motions  which  it  is  ex- 
Iiected  will  be  made  from  the  floor  is 
one  demanding  thal  the  A.  B.  C.  show 
the  net  amount  of  money  derived  by 
publishers  from  suhscriptions. 

The  William  Weld  Company,  Lim¬ 
ited,  London,  Can.,  has  filed  notice  that 
at  the  meeting  it  will  move  that  the 
following  questions  he  inserted  in  Pub- 
lisher.s’  Statements  and  .Auditors’  Re- 
[Mirts : 

“What  have  been  your  total  cash  re¬ 
ceipts  from  subscriptions  for  the  jieriod 
covered  by  this  statement  or  report? 

“Were  these  cash  receipts  banked 
regularly  for  verification  ?’’ 

There  will  alSo  lie  a  motion  concern¬ 
ing  the  increase  of  newspaper  members 
on  the  Board  of  Directors. 

The  annual  dinner  promises  to  be  a 
big  event.  Four  speakers  of  national 
fame  will  be  on  the  program.  The  new 
(diicago  .Advertising  Council  will  be  the 
hosts.  Every  minute  of  the  dinner  will 
be  worth  while,  socially  as  well  as  edu¬ 
cationally.  It  promises  to  be  the  big 
advertising  and  publishing  event  of  the 
year  in  Chicago. 


Taylor  With  Niehols  Agency 
Chicago,  June  4. — .A.  B.  Taylor,  for¬ 
merly  sales  manager  and  assistant  to  the 
president  of  the  Gossard  Company,  Inc., 
has  joined  the  Charles  !■'.  W.  Nichols 
Agency  organization.  He  will  serve  as 
a  vice-president  and  devote  his  time  to 
merchandising  problems.  J.  B.  Kerrott, 
late  of  Mallory,  Mitchell  &  F'aust,  has 
been  added  to  the  copy  staff,  and  D.  E. 
Caesar,  arriving  this  week  from  France, 
returns  to  the  copy  department.  The 
following  officers  have  been  chosen  for 
the  agency  r  President,  Charles  F.  W. 
Nichols;  vice-presidents,  A.  B.  Taylor 
and  hrank  L.  Blake;  secretary-manager, 
Wallace  Meyer. 


Cuts  from  3  to  2  Cents 

Harteori),  Conn.,  June  4. — Harry  B. 
.Adsit,  general  manager  of  the  Hart¬ 
ford  Post,  announces  that  the  new  man¬ 
agement  has  reduced  the  price  of  the 
paper  from  3  to  2  cents  and  has  liegun 
an  extensive  sampling  campaign  to 
stimulate  circulation. 
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Editor  &  Publisher  for  June  5,  1919  7 

PRINTING  CAPACITY  OF  NATION’S  NEWSPAPERS 
TAXED  RY  UNPRECEDENTED  ADVERTISING 

Volume  of  Business  Breaking  All  Records — National  Advertising  Leads  the  Lineage  Gains 
Everywhere — Basic  Trade  Conditions  Soundly  Support  Prediction  of  Most 
Prosperous  Summer  and  Fall — Big  Demand  for  Machinery  and  Supplies 


By  Marlen  Pew 

Reports  from  all  sections  of  the 
United  States  agree  that  the  great 
post-war  advertising  bulge  is  continuing 
without  sign  of  abatement,  newspaper 
lineage  records  being  broken  in  all 
principal  cities. 

There  is  every  indication,  according 
to  most  conservative  and  best  informed 
agency  men  and  publishers,  that  the 
summer  of  1919  will  see  publication  of 
the  largest  volume  of  space  advertising 
ever  experienced  while  far-sighted  men 
are  looking  for  a  phenomenal  fall  vol¬ 
ume  and  are  making  preparations  now 
to  meet  the  emergency. 

The  flood  which  began  to  sweep  im¬ 
mediately  the  armistice  was  signed  has 
increased  until  many  newspapers  have 
reached  the  limit  of  their  advertising 
capacity  and  are  rejecting  business. 
Eight  and  ten  page  newspapers  have 
jumped  to  16  to  20  pages  on  three  and 
four  days  of  the  week.  Newspapers 
with  immense  circulation^  and  retailing 
at  2  cents  the  copy  have  leaped  to  32 
pages  to  40  pages  several  times  a  week. 
That  which  is  true  of  evening  papers 
is  equally  true  of  morning  newspapers 
and  the  Sunday  issues  of  nearly  the  en¬ 
tire  list  of  .\merican  cities  have  scarcely 
ever  been  equalled  for  size  and  never 
for  volume  of  regular  advertising  car¬ 
ried. 

National  Business  Leads  • 

The  biggest  gain  is  in  national  adver¬ 
tising.  Lineage  reports  which  have  been 
analyzed  by  Editor  &  Publisher  show 
that  in  the  month  of  April,  1919,  many 
newspapers  increased  their  national  ad¬ 
vertising  business  from  20  to  50  per 
cent  over  the  corresponding  month  last 
year.  The  average  gain  must  be  in  the 
neighborhood  of  35  to  40  per  cent  among 
all  of  the  newspapers  of  the  country, 
judging  by  reports  from  typical  cities. 

Lineage  statistics  from  all  sections  of 
the  country  for  May  are  not  yet  avail¬ 
able,  but  advertising  in  individual  news¬ 
papers,  as  checked  up  by  Editor  &  Pub¬ 
lisher  indicates  that  May  registered  the 
high-water  mark  in  all  history  for 
volume. 

New  York  City  figures  are  fairly 
typical  of  the  general  condition  and  the 
striking  fact  is  that  the  total  lineage  of 
the  sixteen  dailies  reporting  to  the  New 
York  Evening  Post  Bureau  of  Statistics 
for  April,  1919,  was  12,300,608,  a  gain 
of  a  trifle  more  than  2,000,000  lines  over 
-'\pril,  1918,  and  a  gain  of  about  34  per 
cent  over  the  pre-war  comparison,  April, 
1913.  In  April,  1914,  these  newspapers 
carried  only  8,687,315  lines  of  advertis¬ 
ing,  and  thus  it  is  seen  that  the  gain  in 
.\pril  just  passed  represents  more  than 
41  per  cent  over  the  April  figures  in 
the  first  year  of  the  European  war. 

.Astonishing  gains  have  been  made  by 
individual  newspapers  in  numerous 
cities.  The  so-called  “Million  Agate 
Line  Club”  of  .American  newspapers  has 
grown  remarkably  in  membership  dur¬ 
ing  the  past  three  months,  with  many 
now  hovering  around  800,0^  to  900,000 
marks. 

The  March  prediction  of  Editor  & 


HIGH  SPOT  FACTS  IN  THE  GREAT  NATIONAL 
ADVERTISING  BOOM 

April  Uneage  reports  from  newspapers  in  cities  of  the  East, 
New  England,  Middle  .Atlantic  Seaboard,  South,  Middle  West, 
West,  Pacific  Northwest  and  Pacific  Southwest,  as  analyzed 
by  Editor  &  Publisher,  show  (1)  total  lineage  increases  ranging  from 
15  to  more  than  50  per  cent  in  April,  1919,  over  April,  1918,  (2)  the 
principal  increase  is  in  national  advertising,  though  local  advertising 
is  very  strong,  (3)  gains  on  national  space  carried  in  a  few  conspicu¬ 
ous  cases  run  as  high  as  70  per  cent  over  April,  1918,  and  instances 
of  such  gains  up  to  40  per  cent  are  common,  (4)  there  seems  to  be 
no  sectional  or  geographical  limits  to  the  newspaper  advertising 
bulge,  all  parts  of  the  country  sharing  on  about  equal  terms. 

During  the  past  three  months  many  newspapers  have  gained  eligibil¬ 
ity  to  the  “Million-agate-lines  Club.” 

Best  informed  advertising  men  tell  Editor  &  Publisher  that  the  pres¬ 
ent  recordbreaking  boom  will  continue  through  the  summer,  with 
only  slight  cessation  in  the  hottest  period,  due  to  the  desire  of  many 
advertisers  to  keep  abreast  trade  conditions  and  reestablish  good  will 
asset. 

Paper  manufacturers  predict  that  there  will  not  be  a  paper  shortage. 

Great  press  manufacturers  arc  unable  to  fill  orders  of  publishers; 
bookings  for  presses  are  months  in  advance  of  possible  delivery. 
There  is  a  sharp  demand  for  all  sorts  of  newspaper  equipment  and 
supplies.  The  Mergenthaler  Linotype  Company  is  managing  to  fill 
orders  promptly  enough  to  satisfy  the  trade  and  is  planning  for  in¬ 
creased  business.  Intertype  reports  ali  sales  records  broken. 

Basic  industry  and  trade,  according  to  all  sources  of  information, 
soundly  supports  the  great  advertising  campaign  now  in  progress. 


Publisher  that  national  advertising  in 
newspaper  space  this  year  will  exceed 
the  hitherto  unheard  of  total  of  $130,- 
000,000,  doubling  the  record  for  1918,  is 
now  generally  conceded. 

Released  Ambitions 

The  amazing  variety  of  big  space  that 
continues  to  pour  out  from  all  quarters 
is  an  interesting  phase  of  the  general 
situation.  The  “drive”  idea  continues 
for  the  accomplishment  of  public  or 
semi-public  purposes.  Today  attractive 
page  advertising  appears  for  the  Sal¬ 
vation  .Army  fund ;  tomorrow  the  U.  S. 
.Army  is  to  advertise  for  recruits;  yes¬ 
terday  it  was  a  whirl-wind  campaign 
for  A’ictory  bonds.  The  Roman  Cath¬ 
olic  Church  uses  page  advertising  to 
raise  a  huge  fund  for  the  erection  of  a 
sacred  temple  in  Washington  to  keep 
fresh  in  memory  the  human  sacrifices 
of  the  war.  There  is  to  be  advertis¬ 
ing  conducted,  if  not  paid  for,  by  the 
state  in  the  interest  of  securing  em¬ 
ployment  for  former  soldiers.  The  Gov¬ 
ernment  of  the  United  States  is  learn¬ 
ing  the  great  secret  of  business  that  the 
advertising  columns  of  the  daily  press 
form  the  quick  route  to  public  under¬ 
standing  and  are  available  at  the  mini¬ 
mum  cost. 

The  nation-wide  drives  for  the  Meth¬ 
odist  Episcopal  Centenary  and  the  Epis¬ 
copal  church  have  yielded  heavy  copy 
in  many  cities,  with  some  notable  in¬ 
stances  where  enthusiastic  publishers 
have  produced  special  editions  or  sup¬ 
plements.  All  this  runs  to  swell  the 
rising  tide. 

But,  of  course,  the  bulk  of  advertis¬ 


ing  now  flooding  the  press  represents 
reviving  business.  It  bespeaks  the  am¬ 
bitions  of  men  to  do  business  and  also 
the  power  of  the  people,  despite  the 
war  drain,  fo  sustain  personal  comfort 
and  advance  culturally  and  materially. 

ICast  and  west,  north  and  south,  the 
reports  seem  almost  identical  as  to  the 
remarkable  movement  of  merchandise 
through  all  of  the  channels  of  trade  from 
producer  to  consumer.  .All  industry  has 
been  quickened  and  there  has  finally 
been  consummated  the  tremendous 
transfer  of  buying  by  the  people  rather 
than  the  concentrated  buying  by  the 
Government  for  war  purposes. 

One  of  the  healthy  economic  signs  of 
the  times  is  the  prosperity  of  those  en¬ 
gaged  in  the  textile  and  wearing  ap¬ 
parel  industries  and  heavy  buying  by 
the  retail  interests  of  the  great  cities 
gives  proof  of  the  statement  that  the 
average  .American  was  a  conservative 
consumer  of  clothing  during  the  war 
and  is  now  in  process  of  restocking 
family  requirements.  Returning  sol¬ 
diers  and  sailors  have  given  a  vast  trade 
to  clothier  interests.  .An  unusual  flow 
of  department  store  and  specialty  shop 
advertising  is  looked  for  throughout 
the  summer  months  even  in  the  larger 
cities  where  the  “vacation  period” 
usually  produces  a  serious  slump  of  such 
trade. 

.Automobile  and  accessory  advertising 
is  large,  and  now  that  production  is 
well  under  way  and  the  demand  for 
both  pleasure  and  business  vehicles  ex¬ 
ceedingly  sharp,  specialists  in  this  class 
of  advertising  are  sanguine  of  the  great¬ 
est  year  in  history.  Manufacturers  who. 


in  the  war  rush,  permitted  their  advertis¬ 
ing  to  lapse,  are  feeling  the  need  of  re¬ 
established  “good  will”  with  the  public. 

Luxuries  that  were  suspended  by  the 
war  are  being  extensively  advertised  for 
dealer  and  consumer  demand.  Never 
were  the  advertising  columns  of  news¬ 
papers  more  interesting  for  the  variety 
of  merchandise  offered. 

The  prospect  of  a  “dry”  nation  has  re¬ 
sulted  in  vast  plans  for  the  advertise¬ 
ment  of  beverages  to  substitute  for  al¬ 
coholic  liquors  and  much  of  this  is 
scheduled  to  run  in  summer  months. 
This  business  includes  some  extensive 
plans  in  the  interest  of  tea  and  coffee 
producers,  as  previously  announced  in 
Editor  &  Publisher. 

Basic  Conditions  Sound 
All  crop  information  continues  favor¬ 
able  and  unless  some  great  tragedy  oc¬ 
curs,  .America  will  produce  her  bumper 
in  1919,  with  ample  supply  for  all 
mouths  here  and  for  the  hundreds  of 
thousands  of  hungry  people  of  Europe. 

The  boom  in  the  stock  market  pro¬ 
ceeds  as  a  further  indication  of  the 
basic  prosperity  of  the  country,  new 
high  levels  having  been  registered  last 
week  for  most  of  the  railroad  security 
issues  as  well  as  for  nearly  all  of  the 
great  industrials.  Admitting  that  the 
stock  market  is  now  highly  speculative, 
the  gains  which  now  run  as  high  as  100 
points  for  the  fiscal  year  are  not  to  be 
discounted  in  a  general  survey  of  eco¬ 
nomic  conditions. 

Nor  should  sight  be  lost  of  the  strik¬ 
ing  signs  of  vast  export  business  for 
the  United  States.  European  buyers 
are  here  in  greatvnumbers  and  the  pros¬ 
pects  for  trade  are  reported  as  limited 
only  by  cedit  considerations.  Europe’s 
need  for  our  goods  in  her  process  of 
rehabilitation  is  now  a  literal  fact,  well 
known  to  every  manufacturer. 

Expect  Big  Summer 

i  With  these  substantial  evidences  of 

■  prosperity  ahead  and  with  no  cloud  on 

■  the  horizon  save  the  limited  doubt  as 
to  the  final  peace  and  the  outcome  of 

t  negotiations  looking  to  world  under- 
•  standing,  advertising  men  close  to  the 

■  nation’s  greatest  industries  say  that 
'  there  will  be  only  slight  cessation  of 
t  present  activities  during  the  summer. 

:  This  means  only  a  modified  and  sum- 

:  mer  lull  and  the  smashing  of  advertising 
r  records  for  June,  July,  August  and  Sep- 
I  tember.  The  newspapers  arc  preparing 

-  for  it.  The  slogan  in  national  adver- 
J  tising  circles  now  is  “W’hy  slump  in 
f  summer?” 

1  W'^hy,  indeed  ?  Indications  are  that  the 
t  space  demands  of  the  fall  will  exceed 
r  press  capacity.  The  summer  is  therc- 
fore  the  time  to  create  publicity  values 
t  if  not  to  actually  move  merchandise. 

National  advertisers  are  more  and  more 
?  seeing  the  advantage  of  taking  up  space 
9  in  the  less  crowded  week-day  news- 
r  paper.  There  is  a  healthy  growth  of 

-  Saturday  afternoon  advertising  in  sev- 
s  eral  cities,  for  instance.  In  Philadel- 

-  phia  the  great  six-day  afternoon  Bui- 
1,  letin  is  receiving  now  on  Saturdays 
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Editor  &  Publisher  for  June  5,  1919 


U.  S.  ARMY  ADVERTISING  STARTS 

Seaman  to  Place  Copy  in  All  Newspapers  in  Cities  Where 
Recruiting  Stations  Exist 


heavv  business  from  a  department  store 
the  former  policy  of  which  was  not  to 
run  in  Saturday  evening  newspapers, 
and  the  experiment  has  lieen  tested  out 
successfully.  That  which  applies  to  the 
local  dealer  who  is  seeking  direct  re¬ 
sults  surely  doubly  applies  to  any  na¬ 
tional  aflvertiser  who  is  in  quest  of  gen¬ 
eral  jiublicity  values. 

In  \Vashingt(  n  five  of  the  largest  de¬ 
partment  stores  divide  two-thirds  of 
their  advertising  in  the  Star  equally  be¬ 
tween  Monday,  Tuesday,  Wednesday, 
Thursday  and  I'Viday  issues  each  week. 
In  doing  this  they  earn  the  Itest  rate 
irrantcd  by  the  pai»er,  and  find  the  plan 
Iiighly  beneficial  in  effecting  a  mure 
•  veil  balance  in  store  trade  throughout 
he  week. 

In  Xew  York  John  Wanamaker  uses 
:  •'.ce  in  Saturday  issues  to  advertise 
nday  sales. 

"'lure  are  many  such  instances  to  con- 

ui  this  as  a  general  tendency. 

A.  N.  P.  .4.  Bureau 

The  I’ltireau  of  .\dvertising  of  the 
.American  Xewsjiaiier  Publishers  .Asso¬ 
ciation  reports  that  never  before  were 
so  many  demands  made  on  it  by  adver¬ 
tisers  and  advertising  agencies  for  data 
regarding  recent  newspaper  advertising 
successes.  These  questioners  wish  to 
assure  themselves  that  certain  wares 
which  never  have  been  advertised  in 
newspapers  can  be  advertised  success¬ 
fully  and  arc  willing  to  follow  a  good 
example  when  it  is  pointed  out  to  them. 

Even  manufacturers  of  semi-technical 
or  wholly  technical  products,  whose  ad¬ 
vertising  heretofore  has  been  confined 
to  trade  papers,  are  investigating  the 
possibilities  of  selling  the  few  by  appeal¬ 
ing  to  the  many  through  newspaper  ad¬ 
vertising. 

“The  enormous  flood  of  national  ad¬ 
vertising  recently  has  stirred  up  the  re¬ 
tail  buyer  and  he  is  buying  now  as 
never  before,”  said  William  .A.  Thom¬ 
son,  director  of  the  Bureau.  “This  is 
encouraging  national  advertisers  to  con¬ 
tinue  advertising  through  the  summer. 
Some  of  the  big  retail  stores  report 
phenominal  business  in  .April  and  May. 
One  retail  store,  to  my  knowledge,  did 
a  business  in  .April  that  was  $750,000 
greater  than  ever  before  in  its  history.” 

The  Bureau  has  received  reports  that 
many  manufacturers  who  hitherto  used 
maga/ine  space  exclusively  in  order  to 
“get  the  goods  on  the  dealer’s  counter’’ 
will  start  using  new'.paper  space  this 
summer  to  get  the  same  goods  off  the 
counter. 

Great  Demand  ISotc  for 
Pajyer,  Presses  and 

All  Plant  Equipment 

If  a  good  volume  of  advertising  is  to 
l)e  maintained  through  the  summer, 
there  must  be  paper  to  print  it  on  and 
the  ruling  opinion  among  paper  man¬ 
ufacturers,  interviewed  this  week,  seems 
to  be  that  the  demand  will  be  supplied, 
the  one  doubt  hanging  on  labor  troubles. 

Monthly  figures  given  out  by  the  Xews 
I’rint  Service  Bureau  of  the  paper  man¬ 
ufacturers,  covering  approximately  90 
jKT  cent  of  the  total  output  of  news 
print  in  the  United  States  and  Canada, 
show  that  the  average  daily  production 
tluring  .April  was  equal  to  the  average 
daily  output  during  the  three  months 
of  greatest  production  in  1918.  There¬ 
fore  production  is  being  well  sustained. 

Production  by  the  United  States 
mills,  according  to  figures  in  the  same 
report,  during  the  first  four  months  of 
this  year  was  11  per  cent  greater  than 
during  the  same  months  in  1918.  Cana¬ 
dian  production  during  this  period  ex¬ 
ceeded  that  during  the  same  period  last 
year  by  9  per  cent. 

Newspaper  prosperity  throughout  the 


As  exclusixely  announced  in  Editor  & 
I  fiii.isHtR.  the  I'nited  States  Govern¬ 
ment  Will  become  a  direct  advertiser  in 
newspapers  during  the  month  of  June, 
the  pnrixise  being  to  aid  recruiting  for 
the  army,  which  needs  men  for  the  reg¬ 
ular  service  to  relieve  the  host  of  men 
who  will  be  retired  under  the  law  four 
mouths  after  the  final  signing  of  peace. 

'this  advertising  will  be  handled  by 
I'rauk  .Seaman,  Inc.,  Xew  4'nrk,  and 
\\  !I  be  placed  at  regular  card  rates. 
There  is  to  be  no  price-cutting  and  the 
whole  system  of  placing  the  business 
resjiouds  to  ethical  advertising  stand¬ 
ards. 

The  business  will  run  in  generous 
space  in  every  English  language  news¬ 
paper  in  cities  where  the  army  main¬ 
tains  recruiting  stations,  and  the  copy 
will  be  localized  to  send  applicants  di¬ 
rectly  to  the  headquarters  of  recruiting 
officers. 

Secretary  of  War  Xewton  D.  Baker, 
under  an  existing  statute,  signed  the 
order  calling  for  the  expenditure  for 
this  purpose  in  the  month  of  June  of 
$185,000.  Plans  army  officers  had  made 
up,  for  the  expenditure  of  about  $100,000, 
for  poster,  circular  and  other  forms  of 
advertising,  have  been  suspended  for  the 


country,  which  is  expected  to  continue 
throughout  the  summer,  is  reflected  not 
only  in  an  increased  demand  for  paper, 
but  for  all  other  supplies  that  are  needed 
in  the  printing  of  papers.  Presses  are 
in  big  demand  and  publishers  who  de¬ 
layed  their  orders  are  in  sore  straits  be¬ 
cause  of  the  limited  output. 

Demand  for  Supplies 

“.\fier  the  armistice  was  declared, 
English  publishers  realized  what  was  go¬ 
ing  to  happen  in  the  newspaper  business 
as  .Xmerican  publishers  didn’t,  and  they 
came  into  this  market  and  practically 
bought  up  the  output  of  printing  ma¬ 
chinery,”  said  K.  C.  Seymour,  manager 
of  the  Xew  A'ork  City  office  of  the 
(joss  Printing  Press  Company. 

“We  can’t  fill  orders  now  for  a  long 
time  ahead.  There  has  been  an  advance 
of  from  80  to  100  per  cent  in  the  price 
of  presses  since  two  years  ago,  and  an 
advance  of  15  per  cent  since  the  armis¬ 
tice  was  signed.  We  had  to  raise  wages 
two  weeks  ago  and  may  have  to  do  it 
again.  W'c  can’t  get  as  much  labor  as 
we  need.  What  we  have  is  working 
double  time. 

“.American  publishers  made  a  mistake 
in  thinking  that  they  could  afford  to  wait 
for  supplies  until  prices  came  down.  .As 
a  result  we  have  forty  orders  now  for 
presses  that  we  can’t  fill.” 

Hoe  Presses 

R.  Hoe  &  Co.  report  that  the  demand 
with  them  has  Iteen  unprecedented  and 
that  they  have  booked  since  the  first  of 
the  year  more  than  a  good  year’s  busi¬ 
ness.  In  the  last  thirty  days  they  re¬ 
port  the  following  large  orders; 

Three  S-roIl  Decuple  machines  for  the 
Baltimore  Sun;  three  Superspeed  Oc- 
tuples  and  a  multi-color  press  for  the 
Pittsburgh  Post;  a  Superspeed  Octuple 
for  the  Toronto  Telegram,  which  makes 
two  ordered  for  that  office;  a  Color  Oc¬ 
tuple  for  the  Toronto  Globe;  two  Super- 
sjieed  Sextuples  for  the  Boston  Globe ; 
two  Superspeed  Octuplcs  for  the  Cleve¬ 
land  Plain  Dealer,  together  with  three 
other  large  presses  for  the  same  office; 
an  Octuple  Color  Press  for  the  Colum¬ 
bus  Dispatch ;  a  Superspeed  Octuple  for 
the  Atlanta  Journal ;  Sextuples  for  the 


present,  until  newspaper  advertising  is 
given  a  fair  test.  If  results  from  it  are 
ui)  to  exjicctatious,  it  will  be  formally 
adojited  for  a  further  campaign. 

James  O’Shaughnessy,  executive  sec¬ 
retary  of  the  -American  .Association  of 
.Xdvertising  .Agencies,  said: 

“This  is  a  great  triumph  for  the  Amer¬ 
ican  newspaper.  It  is  a  clean  recogni- 
t'ou  by  the  Government  of  the  value  of 
1  ewsiiaper  advertising  columns.  The 
initial  schedule  is  not  so  big,  but  if  the 
newspapers  rise  to  the  situation,  and 
make  the  campaign  an  unqualified  suc¬ 
cess,  a  very  heavy  advertising  campaign 
will  follow  from  the  War  Department. 
Results  are  wanted  and  results  only 
will  count. 

“It  has  cost  the  Government  about 
$9  per  recruit,  and  the  War  Department 
docs  not  object  to  that  cost  if  there  is 
real  efficiency  shown  in  the  method. 
Inasmuch  as  present  plans  call  for  the 
recruiting  of  about  half  a  million  men 
for  the  army,  there  is  a  possibility  of 
advertising  to  run  into  as  much  as  $45,- 
000,000  for  this  purpose.  The  newspaper 
men  of  the  country  should  get  behind 
tb'S  advertising  with  full  force  for  pa¬ 
triotic.  as  well  as  for  professional  rea¬ 
sons.” 


Jacksonville  Times-Union  and  the 
Springfield  (Mass.)  Republican,  and  a 
Quadruple  for  the  Pontiac  Press. 

Walter  Scott 

Walter  Scott  &  Co.  have  all  the  orders 
for  presses,  large  and  small,  they  can 
take  care  of  for  months  to  come,  and 
still  the  orders  are  pouring  in  from 
newsiiaper  publishers,  according  to 
James  Caruthers,  manager  of  the  Xew 
York  office.  The  big  plant  of  the  com¬ 
pany  at  Plainfield,  X.  J.,  has  been  work¬ 
ing  to  capacity  ever  since  the  armistice 
was  signed  and  a  good  many  of  the 
presses  now  being  completed  are  going 
to  publishers  abroad  and  in  South 
.America,  who  were  quick  to  place  their 
orders  for  additional  equipment  as  soon 
as  peace  seemed  certain. 

"1  prophesied  that  peace  would  mean 
big  things  for  the  newspapers  and  for 
the  press  manufacturers  likewise,  and  I 
now  see  my  prophecy  fulfilled,”  said  Mr 
Caruthers. 

Incidentally,  La  Xacion  of  Buenos 
.Ayres  has  ordered  a  five-deck  press  and 
two  octuple  presses  of  the  Scott  Com¬ 
pany  and  El  Mundo  of  Havana,  Cuba, 
has  contracted  with  the  same  company 
for  a  large  sextuple  color  press. 

Duplex  Company 

The  present  plant  capacity  of  the  Du¬ 
plex  Printing  Press  Company,  at  Battle 
Creek,  .Mich.,  is  reported  to  be  filled 
with  orders  for  presses  until  January 
or  Februay,  1920.  The  company  has  in 
course  of  construction  an  additional 
plant  which,  it  is  expected,  will  begin 
operations  in  the  fall.  To  relieve  the 
present  demand,  20  flat-bed  Duplex 
presses  are  being  manufactured  in  a 
Chicago  plant,  used  during  the  war  for 
the  manufacture  of  material  for  the 
War  Department. 

The  demand  for  second-hand  presses 
of  all  types  is  sharp  and  press  machin¬ 
ery  which,  it  had  been  believed,  had 
outlived  its  usefulness,  is  being  hauled 
out  and  repaired  and  placed  pending  the 
deliver>-  of  new  presses.  In  various 
ways  publishers  are  contriving  means  to 
meet  the  advertising  demand. 

Reports  from  stereotype  supply  houses 


also  reflected  the  heavy  demand  from 
all  sections  of  the  country  and  the  gen¬ 
eral  difficulty  to  make  immediate  ship¬ 
ment. 

Mergenthaler  Machines 

The  Mergenthaler  Linotype  Company- 
reports  that  it  is  managing  to  fill  its 
orders  promptly  enough  to  satisfy  the 
trade,  and  is  laying  plans  to  continue 
to  do  so  in  the  face  of  continued  in¬ 
creases. 

“We  haven’t  far  to  look  for  the  great 
underlying  reason  to  which  this  in¬ 
creased  business  is  due,”  reads  a  letter 
addressed  from  the  company’s  office  to 
Editor  &  Pcbi-isher. 

“The  business  of  war  has  given  way 
to  the  resumption  of  the  business  of 
peace.  The  world’s  biggest  reconstruc¬ 
tion  period  awaits  us.  Everything  is 
wanted  by  newspapers  as  well  as  by 
other  consumers.  Undoubtedly  the 
prospects  are  for  an  era  of  good  busi¬ 
ness,  the  like  of  which  has  not  been 
seen  before.” 

Intertype  Machines 

“There  is  only  one  answ-er  to  the 
question  asked  by  Editor  &  Publisher 
as  to  the  present  Intertype  business  and 
the  future  outlook,”  said  H.  W.  Cozzens, 
general  sales  manager  of  Intertype  Cor¬ 
poration. 

“Both  the  present  business  and  the 
outlook  for  the  balance  of  the  year  are 
entirely  beyond  our  most  sanguine  ex¬ 
pectations. 

“Orders  have  been  coming  to  us  in 
increasing  numbers  since  the  first  of 
the  year,  and  March,  with  orders  en¬ 
tered  for  122  machines,  April  with  orders 
entered  for  102,  and  May,  w-ith  orders 
entered  for  127,  are  record-breaking 
months. 

“Every  effort  possible  is  being  made 
to  increase  our  factory  facilities  and 
output  to  take  care  not  only  of  our  pres¬ 
ent  business,  but  of  that  which  we  see 
ahead  of  us  next  fall  both  in  the  United 
States  and  in  Europe. 

“One  reason  for  this  splendid  support 
which  the  trade  is  giving  the  Intertype 
lies,  vK  believe,  in  the  great  volume  of 
advertising  which  now  seems  to  be 
shared  generally  by  newspapers  in  all 
parts  of  the  United  States,  and  the  fact 
that  perhaps  a  large  number  of  papers 
postponed  the  purchase  of  new  machin¬ 
ery  during  the  war  period.” 

The  Position  of  the  Four  A’s 
On  Full  Season  Advertising 
Told  by  O’Shaughnessy 

In  the  encouragement  of  all-the-year- 
round  advertising  for  newspapers,  pub¬ 
lishers  will  have  the  hearty  co-operation 
of  the  .American  .Association  of  .Adver¬ 
tising  Agencies.  Concerning  this,  Mr. 
James  O’Shaughnessy,  secretary  of  the 
Association,  writes  Editor  &  Pub¬ 
lisher  : 

“The  idea  of  seasonal  selling  is  dif¬ 
ferentiated  from  seasonal  promotion. 
The  store  should  be  kept  open  all  the 
year  round;  the  sign  should  stay  up 
through  all  of  the  12  months,  and  why 
interrupt  the  advertising,  which  is  pro¬ 
motion?  The  advertising  must  run 
ahead  of  the  sale.  That  being  so,  then 
how  far  ahead?  The  most  inexperi¬ 
enced  advertiser  knows  the  danger  of 
not  putting  it  far  enough  ahead.  The 
proper  and  sound  caution  is  to  adver¬ 
tise  far  enough  ahead  so  that  the  pro¬ 
motion  will  be  as  thorough  as  it  was 
planned. 

“With  this  powerful  modern  thought 
applied  to  advertising,  newspaper  pub¬ 
lishers  can  look  forward  to  a  leveling 
of  advertising  over  the  entire  year. 
This  would  not  only  mean  more  volume 
in  the  year’s  business,  but  all  of  it  would 
be  more  profitable  because  of  its  free- 
(Continued  on  Page  36.) 


FIGURE  BUFFALO  1.  C.  M.  A.  MEETING 
IDEAS  WORTH  A  MILLION  DOLLARS 


Elaborate  Plans  Are  Complete  for  the  Twenty-first  Annual 
Convention — Will  Draw  Circulators  from  All  Over  U.  S. 
and  Canada — Propose  to  Change  By-Laws 


“The  association  is  composed  of  cir¬ 
culation  managers  from  practically  every 
state  in  the  Union,  also  Canada,  Cuba 
and  Australia ;  and  anyone  attending 
these  conventions  can  rest  assured  that 
he  has  heard  the  last  word  in  up-to-date 
methods  and  ideas. 

“Many  of  the  largest  publishers  and 
owners  of  newspapers  who  have  attend¬ 
ed  these  meetings,  speak  in  the  highest 
praise  of  the  good  work  done  by  this 
association. 

“The  program  committee  has  issued 
a  very  interesting  folder  giving  a  list  of 
the  papers  that  will  be  read  and  the 
subjects  to  be  discussed,  together  with 
the  names  of  those  whom  the  papers 
have  been  assigned  to.  A  glance  at  this 
list  would  indicate  that  the  circulators 
will  have  three  very  busy  and  important 
days. 

“The  delegation  from  New  York  and 
vicinity  will  leave  on  the  Empire  State 
Limited  in  a  special  car  on  Monday, 
June  9.  They  will  be  joined  en  route 
by  members  from  Albany  and  the  East¬ 
ern  cities. 

“Every  circulation  manager  who  is  a 
member  of  this  organization  owes  it  to 
himself  and  the  paper  he  represents  to 
attend  this  convention.  Many  of  the 
members  bring  along  their  wives  and 
families,  who  are  taken  care  of  by  the 
local  entertainment  committee  while  the 
convention  is  in  session. 

“Buffalo  presents  splendid  opportuni¬ 
ties  for  automobile  trips.  Niagara  I'alls, 
only  an  hour’s  ride  from  the  city,  is 
always  an  interesting  place  to  visit. 

“Invitations  have  been  received  and 
accepted  from  the  Chamber  of  Com¬ 
merce  to  entertain  the  association  and 
their  guests  at  luncheon  and  a  banquet 
has  been  arranged  for  by  the  >ocal  pub¬ 
lishers. 

“The  convention  will  open  with  an 
address  of  welcome  by  George  S.  Buck, 
Mayor  of  Buffalo. 

“The  U.  S.  Railway  Mail  Service  is 
sending  a  representative,  J.  IX  Hardy, 
chief  clerk  of  District  No.  9.  who  will 
talk  to  the  members  on  United  States 
Mail  Service,  how  to  reduce  complaints 
to  a  minimum.  This  is  a  subject  that 
every  newsi)aper  is  Vitally  interested  in, 
and  Mr.  Hardy’s  talk  will  no  doubt  be 
received  with  close  attention. 

“The  other  subjects  chosen  for  dis¬ 
cussion  are  etiually  important.  Circu¬ 
lation  managers  and  business  managers 
who  are  not  members  of  this  organiza¬ 
tion  are  invited  to  attend  this  conven¬ 
tion  and  join  the  association.” 

Transportation  Arrangements 

J.  R.  Henderson,  business  manager  of 
the  Montreal  Gazette,  chairman  of  the 
transportation  committee,  reports : 

“The  transportation  committee  has 
been  successful  in  getting  exchange 
transportation  from  Detroit  to  Cleve¬ 
land  over  the  D.  &  C.  line,  and  I  would 
suggest  that  all  members  wishing  to 
take  advantage  of  this  tran.sportation  ad¬ 
vise  E.  R.  Hatton  of  the  Detroit  Free 
Tress  direct.  He  has  very  kindly  of¬ 
fered  to  secure  all-  t'ckets  and  make  the 
neces  •  y  reservation  for  staterooms. 

“I  also  expect  to  make  a  similar  ar¬ 
rangement  with  the  C.  &  P.  line  between 
Cleveland  and  Buffalo,  and  Mr.  Hatton 
will  also  handle  the  tickets  and  reserva- 
(Continued  oti  Page  39.) 


ROSPECTS  for  a  record  breaking  meeting  at  the  21st  annual 


conven- 

tion  of  the  International  Circulation  Managers’  .Association,  in  Buf¬ 
falo,  N.  Y.,  June  10,  11  and  12,  are  splendid,  according  to  the  re¬ 
ports  of  the  officers  and  those  in  charge  of  the  arrangements. 

The  Convention  Bulletin  of  the  association,  just  issued,  calls  the  com¬ 
ing  Buffalo  meeting  “The  Million  Dollar  Convention,”  for  the  following 
reasons: 

Vital  Subjects  Will  Be  Discussed 

“Not  since  the  large  attendance  at  conditions  for  which  there  is  no  excuse, 
the  Grand  Rapids  (before  the  w'ar)  con<  and  in  their  blindness  will  drag  down 
vention  has  the  interest  become  appar*  their  local  competitors  to  the  same  level, 
ent  until  the  approaching  Buffalo  (after  “.All  of  this,  and  many  more  difficult 
the  war)  convention. 

“  ‘Circulation  is  slipping,’  says  one,  and 
‘it’s  coming  mighty  hard,’  says  another, 
and  all  of  these  boys  are  going  to  get 
together  at  Buffalo  and  talk  things  over. 

Such  topics  as  ‘Maintaining  the  Increased 

Price,’  ‘Return  of  the  Baseball  Extra,’  . 

‘Use  of  Premiums,’  ‘Best  Features  in 
Peace  Time,’  ‘Readers’  Interest  in  War 
Stories  and  Features,’  ‘Contest  of  Free 
Trips  to  Europe,’  ‘Postoffice  Depart- 
ment,’  ‘Delivery  by  Air  Service,’  and 

probably  one  or  two  on  your  mind  that  I 

is  not  mentioned  above  will  be  complete-  1 

ly  talked  over  at  the  million  dollar  con-  L  z  ^ 

vention  of  the  I.  C.  M.  A.  \  « 

“Yes,  sir,  the  ideas  exchanged  at  the  1 

Buffalo  convention  will  be  worth  more  ■ 

than  a  million  dollars.  The  publications !  ■ 

represented  will  run  into  billions  of  '  '  J  J 

dollars  invested  and  all  were  made  as  '  -  J 

the  result  of  ideas.  '  ir 


A  Working  Convention  ‘ 

“.A  convention  of  the  I.  C.  M.  A.  is  a 
working  convention.  The  program  is 
just  one  case  after  case  of  ‘How  we  did 
it,’  ‘Why  w'e  did  it,’  and  the  results. 

“It  is  a  place  to  exchange  ideas  and 
get  the  advice  of  others  in  reference  to 
any  problem. 

“What  was  done  in  El  Paso  may  be 
just  the  the  thing  to  do  in  Toronto  and 
the  accomplishments  in  Richmond,  Va., 
may  not  do  in  El  Paso  or  Toronto,  hut 
is  just  right  for  Fort  Worth,  Texas.” 

President  Joseph  R.  Taylor,  of  the 
Grand  Rapids  Press,  yesterday  said  to 
Editor  &  Publisher: 

“In  reviewing  the  prepared  plans  for 
the  1919  convention  in  Buffalo,  one  is 
impressed  with  rhe  many  new  problems 
that  now  confront  the  daily  publisher 
and  his  circulation  manager. 

President  Taylor’s  Message 

“Revised  methods,  including  many  eco¬ 
nomics,  have  proved  their  worth  during 
the  past  year  and  a  half,  and  the  ten¬ 
dency  of  the  circulation  manager  of  to¬ 
day  is  to  continue  along  conservative 
and  saving  lines,  repudiating  many  of 
the  old  principles  of  giving  away  their 
newspapers  for  nothing. 

“If,  as  a  circulation  manager,  you  are 
in  favor  of  continuing  your  business  probb 
along  safe  and  sane  lines,  refusing  re-  pared 
turns,  free  copies,  and  circulation  at  cut 
rates,  then  it  is  your  duty  to  attend  the 
Buffalo  convention  to  lend  your  support  “T1 
favoring  better  business  methods  for  the  memt 
future.  Under  Government  control  dur-  does  i 
ing  the  war  all  newspapers  were  com-  ventit 
pelled  to  eliminate  bad  circulation  prac-  ties  c 
lices — a  direct  benefit  to  the  publishers,  not  it 

“Already  certain  circulation  managers  tendii 
are  returning  to  the  old  habits  of  a  life-  sighte 
time.  These  men,  hard  to  convince,  lack-  along 
ing  new  ideas,  are  simply  creating  old  world 


JOSEPH  R.  TAYLOR 

President  International  Circulation  Managers’  .Association 
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PROBLEM  OF  “LIGHT”  AND  “HEAVY” 
ADVERTISING  DAYS  A  VITAL  ONE 


Habit  of  Merchants  in  Concentrating  on  Certain  Issues  Leads  to 
Abnormal  Pressure  on  Advertising  Columns — 

No  Advantage  in  Policy. 


ONE  of  the  most  vital  problems  facing  newspapers,  under  present  con¬ 
ditions,  is  that  of  eliminating  “off-days”  in  advertising  and  of  edu¬ 
cating  merchants  to  use  a  more  evenly  balanced  schedule  of  copy  eveiy 
day  of  the  week. 

In  spite  of  enlarged  issues,  particularly  on  Wednesdays,  Thursdays 
and  Fridays,  new.spapers  find  it  almost  impossible  to  properly  care  for  the 
great  volume  of  advertising  offered  for  publication  on  those  days.  This  grow¬ 
ing  habit  of  adverti.sers  of  concentrating  on  certain  issues  places  upon  the 
newspapers  an  abnormal  pressure  for  space  on  heav}-  days  and  leaves  them 
“light”  for  the  remainder  of  the  week. 

Aetc  Policy  a  Success  in  W  ashington 


I'niTOR  PiBi.isHKR  of  May  IS  told 
of  the  experience  of  the  Washington 
Star  in  changing  the  advertising  and 
shopping  habits  of  tlie  capital  city.  Two- 
thirds  of  the  advertising  of  the  five  larg¬ 
est  department  stores  of  Washington 
now  runs  oti  an  equalized  schedule  on 
five  days  of  the  week.  Extra  space  is 
still  used  on  the  heavy  days,  hut  not  to 
the  extent  formerly  practiced.  The 
Star's  rate  card  provides  for  a  slight 
concession  in  rates  to  advertisers  using 
the  five-days-a-week  schedule.  The  re¬ 
sult  has  been  not  only  gratifying  to  that 
newspaper  but  the  merchatits  of  Wash¬ 
ington  find  that  it  pays  to  encourage 
daily  buying  rather  than  a  two  or  three 
day  rush  each  week. 

.\s  Editor  &  Pcblisher  has  pointed 
out  in  this  cotinection,  the  shopping 
habits  of  the  people  accord  with  the  ad¬ 
vertising  habits  of  the  merchants.  Light 
advertising  spells  light  days  in  the  stores, 
and  vice  versa.  The  farsighted  mer¬ 
chants  should  lie  quick  to  realize  the  im¬ 
portance  of  easing  the  firessure  of  the 
heavy  days  by  bringing  about  normal 
.sho|)ping  habits  among  the  people. 

With  a  majority  of  newspapers  “the 
Saturday  problem”  has  long  been  a  vex¬ 
ing  one.  Publishers  know  that  the  Sat¬ 
urday  is‘iue  has  special  value  to  adver¬ 
tisers,  but  here  long  habit  intervenes  to 
prevent  a  tiormal  volume  of  Saturday 
business. 

Finds  Saturday  Advertising  Pays 

The  Philadelphia|Evening  Bulletin  has 
succeeded  in  breaking  down  to  an  extent 
the  prejudice  of  merchants  against  using 
a  .Saturday  isstie.  For  some  time  the 
firm  of  Strawbridge  &  Clothier  has  been 
using  five  column  displays  in  the  Satur¬ 
day  issue  of  the  Evening  Bulletin.  In 
a  recent  issue  this  concern  prefaced  its 
Saturday  advertising  with  this  note : 

“This  Saturday  evening  news  is  of 
unique  significance.  We  always  have  a 
page  of  carefully  compiled  news  of 
bright,  new  merchandise  in  the  Monday 
morning  newspapers  and,  while  we  urge 
u|K»n  our  customers  the  importance  of 
our  Monday  morning  announcements, 
we  find  that  our  Bulletin  readers  like  to 
read  and  discuss  our  tiews  in  the  eve¬ 
ning  at  home,  and  our  special  Saturday 
evening  announcements  have  already 
proved  a  great  success.  ...  It  will 
pay  you  to  read  this  announcement  and 
fake  advantage  of  these  exceptional  val¬ 
ues  on  Monday.” 

William  Simpson,  business  manager  of 
the  Evening  Bulletin,  in  a  letter  to 
Editib  &  Publisher,  says: 

“1  was  very  much  interested  in  the 
editorial  in  Editor  &  Publisher  for  May 
22  entitled,  ‘To  End  Off-Days  in  .Adver¬ 
tising,’  as  I  never  could  quite  understand 
why  retail  advertisers  refrained  from  ad¬ 
vertising  on  certain  days,  particularly 


when  it  is  to  be  considered  that  they 
keep  their  stores  open  daily  and,  as  you 
-ay  in  your  editorial,  ‘it  is  obviously 
greatly  to  be  desired  that  the  stores 
should  do  a  big  volume  of  business  every 
business  day  rather  than  a  small  volume 
half  the  week  and  an  unmanageable  vol¬ 
ume  during  the  other  half.  The  same 
jirinciple  applies  to  the  newspapers  in 
carrying  the  advertising.’ 

“For  some  inexplicable  reason  many 
advertisers  have  failed  to  take  full  ad¬ 
vantage  of  the  Saturday  editions  of  the 
newspapers,  but  Strawbridge  &  Clothier, 
one  of  the  best  ktiown  department  stores 
in  Philadelphia,  have  made  it  a  point  to 
regularly  advertise  each  Saturday  in  the 
Bulletin  special  attractions  for  Monday. 

definite  campaign  by  you  along 
these  lines  would  be  of  decided  value 
to  all  of  your  readers,  because  newspa¬ 
pers  all  over  the  country  would  benefit 
by  the  general  adoption  of  a  policy  of 
daily  announcements  by  advertisers  in¬ 
stead  of  ballooning  their  advertisements 
on  certain  days,  which  creates  abnormal 
jiressure  on  the  newspaper  columns, 
necessitates  the  leaving  out  of  other  ad¬ 
vertisements  and  creates  delay  and  con¬ 
fusion  in  the  delivery  and  circulation 
departments,  and  at  the  same  time  re¬ 
acts  against  the  stores  by  causing  store 
congestioti  on  so-called  heavy  days, 
brought  about  by  heavy  advertising  con¬ 
centration  on  those  days,  and  compara¬ 
tively  empty  stores  on  other  days.” 

Editor  &  PuBi.tsiiER  would  welcome 
expressions  of  views  and  experiences  of 
other  publishers  who  have  found  ways 
and  means  for  correcting  this  policy  of 
concentration  followed  by  a  majority  of 
merchatits. 

Dimon  Coes  to  Portland 

Porti.and,  Me.,  June  2. — William  B. 
Dimon,  of  the  Philadelphia  Record,  has 
assumed  the  duties  of  assistant  manager 
of  the  Portland  (Me.)  Express- 
.\dvertiser,  succeeding  F.  K.  Bates,  for¬ 
merly  of  Montreal.  Mr.  Dimon  has  for 
the  past  15  years  been  connected  with 
the  Record.  He  has  been  connected 
with  the  office  of  General  Manager  M. 
F.  Hanson. 


Capt.  Smith  Home  from  War 
Mo.vtreal,  June  3. — Capt.  J.  E.  Smith, 
formerly  of  the  Sherbrooke  Daily  Rec¬ 
ord,  has  just  returned  from  the  front. 
He  went  over  with  the  117th  Battalion 
in  1916  and  has  been  in  the  thick  of  the 
fighting  ever  since. 


Lawder  Joins  Erwin  &  Wasey 

Chic.ago,  June  2. — Donald  Lawder  has 
been  appointed  to  the  Erwin  &  Wasey 
Agency’s  staff.  He  is  from  Collier’s 
Weekly. 


25  HAVE  SERVED  “P.  D.” 
OVER  20  YEARS 


".4  Good  Sheet  to  Stick  to,  Because  It 

Sticks  to  You,  If  You  Make  Good,” 
Says  Cleveland  Plain  Dealer 
“Boys,”  Old  and  Young 

The  Cleveland  Plain  Dealer,  whose 
ma'iagement  endeavors  to  “care  for 
'.hose  who  care  for  themselves,”  has  25 
employees  who  have  been  with  the  paper 
20  years  and  over. 

Seven  men  have  served  the  paper  34 
years  each.  They  are  George  K.  .Agate, 
treasurer  of  the  Plain  Dealer  Publish¬ 
ing  Company;  F.  E.  Hoffman  and  W. 


George  R.  .Agate 

S.  Wanner,  assistant  foremen  of  the 
composing  room ;  Louis  Rasch,  F.  W. 
McKearney  and  F.  J.  Sharpe,  printers. 

Mr.  .Agate  has  handled  the  payroll  of 
the  “P.  D.”  for  so  long  he  knows  by 
name  all  of  the  main  office  employees 
and  the  hundreds  of  correspondents  scat¬ 
tered  throughout  the  country.  Always 
affable,  painstaking  and  accommodating, 
every  employee  has  a  good  word  for 
him. 

V.  C.  Post,  assistant  foreman,  has 
served  32  years. 

Rose  Its  Editorial  Dean 

The  “dean”  of  the  editorial  staff  is 
W.  R.  Rose,  associate  editor,  short  story 
contributor  and  author  of  an  editorial 
page  daily  feature  entitled  “All  in  a 
Day’s  Work.”  He  has  served  the  “P. 
D.”  continuously  for  23  years  and  is  yet 
“young  in  action,  quick  in  thought”  and 
one  of  the  most  popular  members  of  the 
staff. 

W .  S.  Parr,  market  editor,  who  has 
l>een  ill  for  several  weeks,  entered  the 
(laptr’s  employ  26  years  ago,  but 
“skipped”  a  few  years,  so  his  actual 
length  of  service  does  not  go  beyond 
that  of  Mr.  Rose. 

George  M.  Rogers,  assistant  general 
manager,  entered  the  service  of  the  pa¬ 
per  21  years  ago  and  does  not  look  as 
though  he  had  spent  two  decades  and  a 
year  in  building  up  one  of  the  best  daily 
newspapers  in  America. 

LJ.  W.  Hird,  credit  manager,  has  been 
with  the  paper  23  years. 

Dora  J.  Cavan,  a  proofreader,  is  the 
only  woman  employee  who  has  seen  over 
20  years  of  continuous  service.  She  en¬ 
tered  the  paper’s  employ  24  years  ago. 

There  are  five  “27-year  service  men.” 
These  are  J.  W.  Mills,  .A.  J.  Craig,  F.  D. 
Cass,  assistant  fdremen,  and  C.  E. 
Schedeker,  Theodore  Hays  and  H.  W. 
Longsdorf.  printers. 

IL  D.  .\shby,  a  foreman,  is  also  a  24- 
year  man. 


Mort  Moeder,  foreman  of  the  “adK 
alley,”  and  C.  C.  Sharpe,  a  printer,  ar»p 
22-year  employees,  while  Hugo  Hoffman,tJ 
foreman  of  the  press  room,  and  .A.  G. 
Chipchase,  a  printer,  have  served  the 
paper  21  years. 

John  J.  Kirk,  circulation  manager,  has 
spent  exactly  two  decades  with  the  “P. 
D.,”  the  other  20-year  employee  being 
Jolin  Hoffman,  stereotyper.  ! 

The  “veteran  of  them  all,”  Samuel 
Johnson,  has  been  on  the  payroll  for 
53  years.  He  was  printer  and  proof¬ 
reader  and  when  his  half  century  period 
of  service  came  around  he  was  retired 
on  a  pension  for  life.  His  duties  now 
consist  in  looking  after  sick  employees 
who  are  members  of  the  Plain  Dealer 
Beneficial  .Association. 
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All  Have  Worked  Up  I 

“Big  Ben.”  F.  .Allen,  the  chief  of  the^ 
Washington  bureau,  has  spent  more  than  ^ 
20  years  with  the  paper.  , 

Henry  S.  Edwards,  called  “dean  of  I 
America’s  baseball  writers,”  entered  the! 
paper’s  employ  about  17  years  ago,  while  I 


W.  R.  Rose 


W.  G.  \’orpe,.in  charge  of  the  Sunday 
feature  department  and  acting  managing 
editor  in  the  absence  of  Erie  C.  Hopp- 
wood,  editorial  chief,  went  to  the  paper 
18  years  ago  and  climbed  all  the  way 
from  a  reporter  through  the  telegraph, 
news  and  night  editorial  jobs. 

Erie  C.  Hoppwood,  managing  editor, 
started  as  a  reporter  about  17  years  ago. 

George  R.  Callahan,  marine  editor, 
and  Carl  Robertson,  editorial  writer, 
each  began  work  for  the  paper  about  19 
years  ago. 

Dozens  of  “P.  D.”  employees  have  been 
with  the  paper  10  and  15  years  each. 

“.A  good  sheet  to  stick  to  because  it 
sticks  to  you,  if  you  make  good.”  This 
is  what  the  “boys,”  old  and  young  say. 


Paper  Co.  Launches  Steamship 
Portland,  Me.,  June  2. — The  freight 
steamer  Ripogenus,  built  at  a  cost  of 
$600,000  for  the  Great  Northern  Paper 
Company,  whose  mills  are  located  at  ^ 
Millinocket,  was  launched  at  Rockland,  ■ 
May  29.  She  will  be  used  in  carrying 
paper  from  the  terminal  of  the  Bangor 
&  Aroostook  Railroad  at  Stockton 
Springs  to  New  A’ork  and  Philadelphia. 
On  her  return  trips  coal  will  be  carried 
from  Norfolk  to  Searsport. 


Allen  Agency  Reorganises 
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A  reorganization  of  the  Allen  Adver-  the 
tising  .Agency,  New  A’ork,  has  been  ef- 
fected  by  the  election  of  the  following 
new  officers;  President,  Julian  Seaman; 
vice-presidents,  Theodore  J.  Goe  and  . 
Edmund  Bartlett ;  treasurer,  F.  A.  Cal-  i 
laway.  j;  m 
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SYSTEM  ELIMINATES  WASTE  IN 
MAILING  CHECKING  COPIES 


Plan  of  the  Late  John  W.  Jewell  Simplifies  Work  of  Publishers 
and  Advertising  Agencies — Now  Offered  for 
Free  Use  of  All. 


The  Springfield  (Mo.)  Leader  has  been  using  for  nearly  two  years  a 
system  for  mailing  checking  copies  to  advertisers  which  has  eliminated 
almost  entirely  the  traditional  difficulties  surrounding  this  detail  of  of¬ 
fice  management. 

The  system  was  devised  by  the  late  John  W.  Jewell,  associate  owner 
and  publisher  of  the  Leader,  who  lost  his  life  at  Camp  Funston  on  January 
11,  1918,  while  serving  as  editor  of  “Trench  and  Camp.”  His  father,  H.  S. 
Jewell,  has  found  the  system  to  be  so  practicable  and  useful  that  he  has 
brought  it  to  the  attention  of  the  leading  advertising  agencies  of  the  country, 
and  has  received  many  letters  of  endorsement. 

For  Free  Use  of  All  Publishers 


room  where  the  issue  iimy  he  enclosetl  and  sent 
ont. 

Return  copies  can  be  used  as  well  as  an.v 
other  by  holding  the  addressed  wrappers  uptll 
the  following  day. 

The  Mailing  System 

1 — Saves  money  in  paper  and  postage. 

-Saves  work  in  mailing  room,  as  uli  adver- 
tisers  and  agencies  are  taken  off  the  niailing 
listt*. 

.'{—Saves  setting  up  names  and  correcting  ad- 
dii>ss4^8  in  the  composing  room. 

4— Convenient  and  thorough  way  to  send  out 
etudes — little  chance  for  errors. 

— Automatically  keeps  a  rec<trd  of  every  copy 
sent  out  every  day. 

d — Creates  better  deliveries  to  addresses, 
tliereby  cutting  dt»wn  calls  for  extra  checking 
copies. 

7 — It  is  so  simple  tliat  anyone  can  send  out 
the  checking  copies  each  tiny.  Your  office  boy 
can  do  it. 
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Mr.  Jewell  now  authorizes  Editor  & 
Pi  BLisuER  to  make  public  the  details  of 
the  plan,  and  to  assure  all  publishers 
that  it  is  open  to  their  use  without 
charge.  He  also  generously  offers  to 
mail  on  request 
a  copy  of  a 
booklet  de¬ 
scribing  it  and 
a  sample  of  the 
daily  record 
sheet  —  all  that 
is  needed  for 
installing  t  h  e 
system,  except 
a  small  loose- 
leaf  book  for 
entering  the 
names  of  agen¬ 
cies  and  adver¬ 
tisers,  purchasable  anywhere. 

In  the  booklet  referred  to,  which  was 
copyrighted  by  the  late  John  W.  Jewell, 
the  svs'cm  is  outlined  as  follows: . 

In  an  ontiimry  ''.x.l-indi  bxwp-U'af 
iKwk  (Hgure  1)  are  arranged  In  NU- 
MEUU’AI.  <iril«  r: 

FIRST — Tht-  naim-s  and  addn-sst-s  of 
all  .AGEXC  lI-><. 

SECOND — The  iiaini-*  an<l  addn-Hsi-s  nt 
all  C'OMI’.VN'IES  to  whom  art-  to  lie  sent 
cbeokliig  copies.  It  la  not  always  nect-s- 
•arv  to  send  cbeckiiig  copies  to  the  cone 
pany.  so  only  those  companies  are  llstetl 
which  demand  ettpiea  tif  the  pnhllcatltm 
carrying  their  advertising. 

THIRD— ’Hie  names  of  the  PROOrCTS 
which  are  lielng  aiiverllsed,  in  .\I.P1I.V- 
BF.TICAI.  tinier. 

ADVERTISING  AGENCIES  and  COM¬ 
PANIES  are  listed  numerieally.  and  the 
names  of  the  PRODl’CTS  advertised  are 
llstetl  alpliahetically  by  index.  For  in¬ 
stance;  The  PROIH'CT  Xeolln  Is  run  In 
the  Issue  lieing  ehet-ked.  Run  down  the 
alphalietieal  Index  to  ■‘N”  and  find  N'eo- 
lln  listed  with  niimher  1  In  the  column 
for  Agencies  and  number  3  In  the  column 
for  Companii-s.  This  tells  ytui  that  num¬ 
ber  1  agency  anil  uumher  3  eompany 
slitiultl  he  sent  issues  of  the  paper.  As 
the  iiuiuhers  run  numerlt-ally,  it  is  easv 
to  turn  tti  No.  1  a-id  No.  3  and  (l-’d 
that  the  paper  for  this  product  goes  to 
Erwin  &  Wast-y.  ngeney.  and  to  Good¬ 
year  Tire  \-  Rubber  Cti.,  eompany. 

When  Installing  this  system,  the  names 
of  tile  advertising  agencies  can  he  got  en 
from  yoiir  .ACTIVE  foreign  advertising 
ledger.  Referring  to  vonr  active  eie- 
tracts  yon  can  note  the  reqniremi  nts  In 
regard  to  sending  elteoklng  cojdes. 

Tltls  hook  slionld  he  large  <-nongh  to 
hold  only  about  50  pages  and  Index  like 
figure  2. 

If  yon  have  tio  laaik  suitable,  yon 
can  find  one  which  contains  snltahle 
loose-h'iif  pages  at  atiy  ti  lok  store  or 
ottiee  supply  simp. 

Tile  attached  N  a  fac  simile  of  the  first 
page  used  by  The  Springfield  Leader, 
showing  the  advertisiHl  articles  placed 
hy  fori-Ign  advertising  companies.  The 
pnriHisi-  of  the  nnniliers  is  evlidained 
elsi-whi-ri*. 

R.v  eaeli  I'llGprcT  In  the  hisik  (Fig¬ 
ure  ll  is  set  down  tile  NI'MRER  of  the 
advertising  agency  tliat  receives  the 
eheeking  eo|,les  WHEN  THE  PROItrcT 
IS  ADVERTISED.  i  In  eas-  th- 
AGENCA'  and  the  COMPANY  both  want  copies, 
the  numtier  of  each  Is  placed  hy  the  proilnct.) 

e.  g. :  In  the  small  book  tinder  A  isee  Figure 
21  appear  the  following: 

Agcy.  Ct. 

Ainolax  73-101 

Allcock  22 

Etc. 

Tlie  product  -Amolax  is  checked  by  both  Rob¬ 
erts  &  MaeAvinehi-.  30  N.  Dearborn  St.,  Chicago, 
111.  I  whose  nnmts-r  Is  73  in  the  Isiok.  Figure  1) 


ami  by  the  Amolax  Co.,  Youngstown,  Ohio 
(whose  number  is  101  In  the  book,  Figure  1). 

Allcock  Plasters  are  checked  only  hy  E.  N. 
Erickson,  whose  number  In  the  book  is  22.  The 
Allcock  Mfg.  Company  do  not  check  the  Inser¬ 
tions. 

A  dally  Shoot  having  numbers  from  one  to 
“necessary”  (according  to  the  number  of  agen¬ 
cies  and  companies)  arranged  In  rows  so  that 
they  are  easily  found.  One  sheet  Is  used  each 
day  and  filed  away.  (Figure  3.)  It  will  he 
necessary  to  have  some  of  these  sheets  printed 
anil  tahlM-d — the  cost  Is  small. 

To  Semi  Out  Copies  Each  Day 

From  fill*  n«*\v«papor  oacli  day  tbe  ads  arf* 
olioi'ki'd  -tlioir  miinher  (or  iiiimbors)  are  oasilv 
found  in  the  Iiook  nndor  tiudr  index  (Figure  2) 
and  the  nurnlMTs  arc  marked  on  the  DAII.V 
SHEET  (Figure  3). 

NOTE:  In  ease  j'ou  don’t  want  to  check  from 
the  issue,  the  names  of  the  products  can  easily 
le  gotteif  ench  day  frmn  your  composing  rotuu 
order  or  from  the  report  given  your  hookkeeplnir 
department,  which  la  used  to  check  the  inser¬ 
tions  of  all  ndvertlseincnts  which  slionld  appear 
on  the  particular  day. 

The  alMtve  is  a  reproduction  of  the  dally  sheet 
with  numlK^rs  up  to  IT.Y  In  case  nxire  numbers 
are  needed,  they  can  he  put  on  reverse  side  or 
sheet  can  he  made  larger. 

If  an  advertising  agency  or  a  company  has 
two  advertisements  In  the  Issue,  they  receive 
<mly  one  cop.v,  for  each  number  need  he  market] 
only  once  on  the  DAILY  SHEET  (Figure  31. 
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Mr.  Jewell  has  denioiistrated  a  net 
iaviiiR  of  !f30()  per  year  for  his  own 
1  ewspaper  through  the  nse  of  this  sim¬ 
ple  system.  One  of  its  strong  points  is 
hat  it  assures  the  mailing  to  advertisers 
or  agents  ONLY  copies  of  the  paper 
which  contain  the  advertisements  to 
he  checked.  This  not  only  elimi¬ 
nates  waste  of  postage  and  of  copies  of 
the  paper,  hut  does  away  with  the  con¬ 
fusion  resulting  in  an  agency  office  from 
the  necessity  of  examining  papers  which 
do  not  contain  the  insertions  to  be 
checked. 


NO  LINOTYPE  TIE-UP 

Strike  of  Factory  Employes  Fails  to 
Hinder  Operations 

Despite  a  strike  of  workmen  at  the 
Hrooklyn  plant  of  the  Mergcnthaler 
Linotype  Company  last  Friday  the 
plant  continued  operations,'  the  places 
of  the  strikers  being  tilled  during  sev¬ 
eral  succeeding  days  without  difficulty. 
The  company  reported  that  a  number 
of  the  men  who  struck  had  a.sked  to  be 
put  back  to  work. 

The  strikers  are  asking  for  a  closed 
shop,  that  no  man  not  a  member  of  the 
union  shall  he  in  the  employ  of  the 
cornpany  more  than  ten  days  without 
joining  the  union,  a  forty-fonr-hour 
week,  and  increased  wages. 


FIGURE  2 

When  hII  the  nilvcrtlKciiK-ntB  In  tin-  Ikhik- 
have  iM-en  cheeked  and  their  niimlier  noted  on 
the  “daily  alioet,”  a  xteiiograidier  addresgex  the 
gingic  wraiipers  to  the  agency  (or  advertixeri 
whoge  numher  lg  checked  on  the  “dally  glieet” 
hy  referring  to  the  Ilxt  of  agenciex  and  i-om- 
panieg  In  the  front  of  the  iHxik. 

When  the  gingle  wrB|ig  are  addresged.  eopli-g 
can  he  wraiiped  and  Rent  out  from  the  oini-e  or 
gent  to  the  mail  room  to  go  out  in  your  xiiigle 
wrap  hagx  as  second  class  mall,  or  the  -iil- 
drexsed  wrapjiers  can  he  sent  to  the  miiir  ig 


Employees  Buy  Iowa  Weekly 
Gienw(K)I),  la..  May  29. — The  Opinion 
has  jiassed  under  new  management. 
W  ayne  D.  Choate,  and  Harry  L.  Swan, 
who  has  been  foreman  for  some  time 
jiasl,  are  the  new  owners. 


.\ppoinl3  Benjamin  &  Kenlnor 
The  Owensboro  (Ky.)  Messenger  has 
appointed  the  Benjamin  &  Kentaor  Com- 
I'any,  New  York  and  Chicago,  to  be  its 
national  advertising  representative. 


MUST  BUY  THEIR  PAPER 
FROM  BRITISH  MILLS 

Regulations  Passed  by  Board  of  Trade 

Limits  Imports  from  Outside  United 
Kingdom  to  25  Per  Cent — 
Protecting  Home  Industry 

The  British  Board  of  Trade  has 
passed  regulations  covering  the  licensing 
of  paper  imports  into  the  United  King¬ 
dom,  becoming  effective  from  May  1. 

Briefly,  the  Board  of  Trade  recognizes 
the  condition  of  the  British  mills  and  is 
endeavoring  to  support  the  home  indus¬ 
try  hy  stopping  imports  of  paper  which 
can  just  as  well  he  secured  within  the 
British  Empire. 

As  far  as  news  print  paper  is  con¬ 
cerned,  the  regulations  provide  that  not 
more  than  25  per  cent  of  paper  pur¬ 
chased  by  a  consumer  or  dealer  may 
come  from  sources  outside  of  the  Brit¬ 
ish  Empire.  That  is,  if  a  publisher  in 
Great  Britain  bought  1,000  tons  of  paper, 
either  from  a  home  mill  or  from  a  mill 
in  Canada,  he  might  have  a  license  to 
import  250  tons  additional  from  Scandi¬ 
navia  or  I’nited  Slates  mills. 

The  regulations  on  higher  grades  of 
liaper  are  more  severe,  and  it  will  be 
necessary  for  the  importer  to  convince 
the  Board  of  Trade  that  the  paper  which 
he  wishes  to  import  from  sources  out¬ 
ride  the  Empire  cannot  be  secured  with¬ 
in  the  Emiiire,  or  cannot  he  bought  at 
a  fair  and  reasonable  price.  One  para¬ 
graph  of  ihe  regulalions  puts  the  British 
mills  on  *Iuir  "hest  behavior”  in  respect 
of  prices,  and  it  is  provided  that  if  the 
home  mills  arc  not  willing  to  make  rea¬ 
sonable  prices,  the  Board  of  Trade  may, 
in  its  judgment,  let  down  the  bars 
against  foreign  papers. 

The  effect  of  the  regulations  on  the 
L’nitcd  States  market  will  be  very  slight, 
as  practically  no  United  States  news 
print  has  been  going  to  Britain  of  late 
years. 

There  may  he  an  indirect  effect  on  this 
market  in  view  of  the  stimulus  to  Cana¬ 
dian  trade  with  Great  Britain  which 
ihese  regulations  will  bring  about. 

-Mso.  the  Scandinavian  mills,  shut  out 
of  the  British  market,  will  have  to  seek 
other  fields,  and  this  may  result  in  some 
of  their  paper  coming  to  the  United 
States,  although  this  is  unlikely  for  the 
present  owing  to  very  high  costs  in 
Sweden  and  Norway  ,and  high  freights 
to  -America. 


“30’  FOR  STARS  &  STRIPES  JULY  4 


.Army  Paper  at  One  Time  Reached  550,- 
000  Circulation  at  10c 
It  is  expected  lo  bring  the  notable 
career  of  the  Stars  &  Stripes,  the  famous 
■A.  If.  I-',  soldier  paper  in  Paris,  lo  a 
close  wiili  a  big  souvenir  edition  on  July 
-4.  according  to  Harold  \\  .  Ross,  its  late 
managing  editor ;  Alexander  W'oollcott, 
J.  T.  Winterich  and  C.  Leroy  Baldridge, 
who  arrived  in  New  A’ork  from  France 
on  Monilay.  -All  the  men  were  members 
of  the  executive  council  of  the  paper. 

The  paper’s  greatest  period  of  pros- 
Iicrity  came  after  the  armistice,  and  early 
in  this  year,  when  it  reached  a  circula¬ 
tion  of  5.50.000  copies,  sold  at  10  cents  a 
copy.  The  main  purpose  of  continuing 
the  “S.  &  S.”  until  July  4  is  to  cover  the 
Olvmiiic  games  in  b  rance. 

Big  “Victory  Edition” 

The  Beaver  (Pa.)  Times  issued  last 
week  a  “A'ictory  Edition”  consisting  of 
122  pages.  This  represents  a  wonderful 
achievement  for  a  so-called  small  city 
daily.  It  is  well  edited  and  contains 
much  matter  of  permanent  local  histori¬ 
cal  value. 


controversy  as  to  variations  in  the  qual-  The  weighings  are  also  performed  witll 
ity  of  subsequent  deliveries.  the  balance  enclosed  in  like  manner, 

In  addition  to  these  samples,  the  pur-  order  to  avoid  error  from  the  effect  au 
chaser  should  take  another  set  of  sam-  air-currents  upon  the  beam.  The  beau 
pies  for  use  in  checking  the  quality  of  should  be  removed  from  the  center  sup- 
later  deliveries.  The  quantity  so  set  port,  when  not  in  use,  in  order  to  avoid 
aside  should  be  based  on  the  number  of  dulling  the  delicate  knife-edges,  tipor 
tests  to  be  made:  if  the  contract  is  for  which  the  sensitiveness  of  the  balance 
one  year  and  tests  are  to  be  made  each  depends. 

week,  one  or  two  pounds  of  each  kind  The  beam  should  be  removed  in  this 
of  ink  will  be  sufficient.  ^  ^  manner  when  putting  the  material  to  be 

In  testing  inks,  a  slight  variation  in  w'eighed  in  the  pan,  also  when  chang- 
the  strength  of  color  may  be  detected  j„g  ,he  weights,  in  order  to  avoid  giv- 
readily  by  taking  a  small  quantity  of  j„g  jhe  least  shock  to  the  knife-edges, 
each  ink  and  reducing  it  to  a  tint  by  Before  proceeding  to  weigh  an  article 
mixir.g  it  with  white  ink.  By  comparing  ^le  balance  must  be  tested  to  see  tha: 
the  resulting  tints  with  one  another  the  ^  jg  equilibrium  with  the  pans  empty 
variations  in  tinctorial  strength  are  jhe  beam  should  then  be  removed  froir. 
made  strikingly  apparent,  whereas  it  ,he  center  support  and  weights  of  5C' 
would  be  impossible  to  measure  the  dif-  grams  put  in  each  pan.  The  balanct 
ference  by  comparing  the  rub-outs  of  should  be  in  equilibrium;  if  not,  small 
the  inks  themselves.  weights  should  be  added  to  one  side  un¬ 
importance  of  Scales  balances,  and  the  number  of  milH- 

.  .  .  ,  .  grams  required  to  balance  it  should  bt 

•or  testing  printing  inks  an  accurate  czrM\y.  Then  the  weight: 

set  of  scales  should  be  used.  The  best  ^  „„ 

ijTe  IS  the  precision  balance  used  by  ^ 

chemists,  as  illustrated,  but,  if  this  is  not 

available,  a  balance  such  as  used  by  In  Case  of  Troable 

•apothecaries  may  be  used,  but  in  such  jf  Hie  balance  is  in  equilibrium  in  botl 
cases  larger  quantities  of  ink  must  be  weighings,  it  is  correct  and  may  be  de 
tested  than  are  required  when  a  balance  pended  upon  for  accurate  results,  pro 
of  the  proper  type  is  used,  in  order  to  vided  the  weights  are  correct, 
reduce  the  percentage  of  error.  If,  however,  in  each  weighing  addi 


PRACTICAL  METHODS  FOR  TESTING 
NEWSPAPER  PRINTING  INKS 


Scales  Are  All-Important  Factor — Also  Be  Certain  that  Papers 
Used  Are  of  Uniform  Standard — Useful  Formula 
for  Checking  Results 


By  J.  W.  Barnhart, 

Pl.'kClIA^INr.  AGENT.  CHICAGO  TRIBUNE. 

(t'npyriRht,  1919,  by  John  \V,  Harnhart.) 

IX  buying  printing  inks  the  first  consideration  is  the  tjuality  of  work  which 
has  Ijeen  set  as  the  .standard  of  production.  The  economical  ink  to  use 
diviously  is  the  one  which  w'ill  produce  the  largest  number  of  printed 
sheets  of  the  given  standard  of  quality  at  the  lowest  cost.  Lowe.st  cost  docs 
not  necessarily  mean  lowest  price,  as  frecjuently  higher  priced  inks  will  be 
cheaper  in  the  long  run  on  account  of  greater  strength  of  color,  thus  enabling 
the  pressman  to  produce  work  of  the  standard  quality  with  a  less  quantity 
of  ink. 

The  most  important  test  is  that  which  determines  the  “covering”  qualities 
of  the  various  inks  under  consideration.  For  news  inks  a  careful  record  should 
be  kept  of  the  total  number  of  pfumds  of  ink  used  and  the  total  number  of 
pages  printed  during  the  test  of  each  sample.  From  the.se  figures  the  average 
numlK'r  of  jKHinds  reijuired  to  jirint  one  thousand  eight-page  papers  and  the 
cost  for  each  lot  may  lx*  calculated.  Such  tests  should  be  long  enough  to 
represent  average  conditions,  say  a  wetk  or  more  (for  cacli  sampde)  for  daily 
newsjiajiers. 

Quality  of  Paiu'r  Must  Be  Kept  Uniform 

III  larger  plaiit.s  where  there  are  sev-  pounds  and  ounces  of  ink  required  for 
cral  presses  printing  the  same  pages,  a  tlie  run  should  be  noted, 
better  plan  is  to  make  the  test  of  one  .A  simiile  way  to  do  this  is  to  weigh 

ink  iti  one  fotintain  on  a  press  and  test  the  various  sam])lc  inks  in  the  original 

the  other  samjiles  in  the  corrcsiionding  ccHilainers  and  record  the  gross  weights 
fountains  on  other  presses,  so  that  the  of  each  before  tilling  the  fountains, 
same  matter  is  printed  with  each  ink.  Then  fill  up  the  fottiitains  and  print  10,- 
In  making  these  tests  the  quality  of  (X)0  papers,  after  which  the  ink  remain- 

paper  used  should  be  kept  as  nearly  uni-  ing  in  fountains  should  be  scraped  out 

and  returned  to  the  containers,  and 
- —  again  weighed. 

.4  Simple  Way 

fThc  diftercnce  represents  the  net 

weight  of  ink  used.  The  scales  used  for 
this  ptirpose  should  be  accurate  to  the 
half  ounce,  in  order  to  obtain  correct  re¬ 
sults.  Scales  of  fifty  pounds’  capacity, 
similar  to  those  used  by  grocers,  are  well 
ada|ited  to  this  ptir()osc. 

After  ascertaining  the  quatitities  re- 
qtiircd  from  each  lot  of  samples  the  re¬ 
sults  shotild  be  tabulated  for  compari¬ 
son.  The  followitig  table  shows  a  stiit-  which  are 
able  form  for  this  purpose,  the  figures  the  metric 
shown  being  liypoihetical : 

Test  of  Colored  Ink: 

. —  (iruss  Weiulit  - 

M.iki  t  .  (  oliir.  Start  I 

•■.\  •  itid  26 11)S.  buz.  17  11 

‘•l:"  Kid  24  111!.  7  or.  17  11 

•(  ••  Ki-.l  19  1b£.  ISor.  14  11 

-II-  Red  26  1b!.  12  rr.  18  1 


Ili.ustr.\tio.n'  of  Balances  for  Testing 
Printing  Inks. 


•20,000  Papprs  Printed 


I'tllow 

Yellow 

Yellow 

Yellow 


form  as  possible,  as  vanattons  in  the 
paper  affect  the  results  to  a  certain  ex¬ 
tent.  lijV’ 

During  these  tests  the  running  quali- 
ties  of  the  various  inks  should  he  noted, 
and  the  time  required  for  washing  roll- 
ers  and  plates  should  be  considered  in 
determining  the  relative  costs.  There  is  ..p- 
a  great  difference  in  the  way  different 
inks  itick  up  and  retain  the  paper  fluff  .After  samples  have  been  tested  for  The  balance  should  be  a  maximum 
and  dust,  or  pass  it  on.  covering  capacity  and  quality  of  work  capacity  of  50  grams  (in  each  pan),  and 

In  testing  colored  inks  for  newspaper  .md  the  selection  of  the  ink  to  be  pur-  it  must  be  sensitive  to  1  milligram,  as 

use  it  is  necessary  that  the  various  sam-  chased  has  been  made,  small  samples  the  quantities  involved  are  small  and 

pies  be  tested  on  identical  pages,  as  the  should  be  taken  and  carefully  marked  the  results  must  be  exactly  calculated 

priming  surfaces  of  the  various  color  for  subsequent  identification.  A  memo-  in  order  to  be  conclusive.  Balances  of 
plates  may  vary  greatly  from  one  issue  r.andum  should  be  made  showing  the  finer  sensitiveness  than  1  milligram  are 
to  anotlier.  identifying  numbers  or  marks  on  the  not  desirable  for  general  use,  as  they 

It  the  length  of  the  rtin  permits,  the  ■.'ontainers,  manufacturer’s  name,  and  arc  slower  in  operation  and  require  too 

quantity  of  each  sample  ink  required  to  !uch  other  details  as  are  required.  much  care,  and  in  order  to  get  the  prop- 

print  lO.lXJO  jiapers  should  be  determined  The  memorandum  should  be  signed  er  results  special  training  in  their  use 
— 2l).(XX)  will  be  better,  as  the  significance  by  two,  or  preferably  three  persons,  in  is  necessary. 

of  slight  errors  in  weighing  will  be  min-  whoso  presence  the  samples  were  taken.  The  precision  balance  is  a  delicate  in- 

imized.  The  fountains  should  be  scraped  who  may  be  called  later  on  as  witnesses  strument,  and  should  be  kept  in  a  glass 
out  and  wiped  clean,  and  the  number  of  to  identify  the  samples  in  the  event  of  case,  for  protection,  when  not  in  use. 


tity  of  mixing  white  ink,  say  twenty 
grams;  then  weigh  a  given  quantity  of 


(Continued  on  Page  42.) 
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TO  TURN  BACK  HANDS 
OF  TIME  FOR  A.  A.  C.  W. 


NEW  YORK  CIRCULATION  MANAGERS  IN  THE  CATSKILLS 


New  Orleans  Will  Portray  100-Year  De¬ 
velopment  of  South  and  of  Advertis¬ 
ing  for  September  Meeting — Plans 
Disclosed  at  Conference 

(by  telegraph  to  editor  k  publisher) 

New  Orleans,  June  3. — Members  of 
the  executive  board  of  the  Associated 
Advertising  Clubs  of  the  World  left  to¬ 
day  for  their  homes  after  completing 
general  plans  for  what  promises  to  be 
the  greatest  convention  in  the  organiza¬ 
tion’s  annals,  here  September  21-25. 

Their  final  action  before  departure  was 
to  give  enthusiastic  approval  to  a  pro¬ 
gram  of  entertainment  arranged  by  the 
local  convention  board,  this  program 
made  public  tonight,  comprises  a  series 
of  spectacles  which  in  immensity  and 
novel  conception  promise  to  rival  the 
mardi  gras  carnivals,  which  have  done 
so  much  to  spread  the  fame  of  the  Cres¬ 
cent  City.  • 

Monday  night,  September  22,  the 
Vieux  Carre — the  historic  French  and 
Spanish  section  of  the  city — will  step 
backwards  more  than  100  years,  and  will 
live  again  as  it  lived  then,  pulsating  with 
the  life  and  customs  of  1^3. 

Good  Old  Days  on  Mississippi 
Tuesday  night,  September  23,  the  Mis¬ 
sissippi  River — father  of  waters — once 
more  will  come  into  its  own;  not  with 
the  chugging  gasoline-driven  barges  and 
machine-efficient  commerce  facilities  of 
today,  but  with  the  carriers  of  the  good 
old  days  in  late  fifties,  when  the  “Robert 
E.  Lee"  raced  up  and  down  the  river, 
when  the  mighty  stream  hummed  with 
the  commerce  of  the  steamboat  and 
when  the  levee  ‘scenes  with  their  pic¬ 
turesque  background  formetf  the  heart 
of  the  romance  and  the  literature  of 
Dixie. 

For  those  two  nights  New  Orleans  is 
going  to  turn  back  the  hands  of  time. 

But  the  reconstruction  of  the  old  life 
in  the  French  section  and  the  renaissance 
of  life  on  the  river  as  it  existed  before 
the  war  will  not  complete  the  series  of 
spectacles  that  will  feature  the  entertain¬ 
ment  program. 

The  third  will  be  “New  Orleans  in 
1919” — the  Metropolis  of  the  South — 
battling  its  way  to  a  high  plane  among 
the  great,  progressive,  useful  cities  of 
the  world. 

And  the  third  spectacle  will  be  no  less 
interesting  than  the  other  two.  It  will 
be  staged  on  the  wide  grounds  of  the 
New  Orleans  Country  Club.  Airplanes, 
naval  dirigibles,  wireless  telegraphy  and 
countless  other  markers  of  present  day 
progress  will  be  brought  into  play  to 
present  a  true  picture  of  New  Orleans 
today. 

Get  Acquainted  Events 
Kntcrtainment  actually  will  start  on 
Sunday  night,  by  which  time  it  is  ex¬ 
pected  that  thousands  of  visitors  will 
have  arrived.  Sunday  night’s  program 
w  ill  be  a  glad-hand,  get-acquainted  series 
of  events.  A  band  will  be  stationed  on 
every  corner  of  Canal  street,  and  it  is 
on  that  thoroughfare  that  other  features 
for  the  night  will  be  held. 

On  Monday  night,  it  is  planned  to 
throw  open  the  entire  French  section, 
just  as  it  was  in  1803,  the  year  of  the 
Louisiana  Purchase.  French.Ttalian  and 
Spanish  societies  will  be  invited  to  par¬ 
ticipate. 

The  famous  French  market  will  be 
open,  with  everything  ju't  as  it  was  in 
1803.  Men  and  women  prominent  in  his¬ 
tory  of  those  days  will  be  impersonated. 
(Continued  on  Page  38) 


The  Circulation  Managers’  Association 
of  Greater  New  York  and  vicinity  paid 
tribute  to  one  of  the  greatest  of  Ameri¬ 
can  summer  resorts  in  their  annual  out¬ 
ing,  May  26-28,  in  the  Catskill  Moun¬ 
tains.  -A  series  of  business  talks  was 
interspersed  with  several  social  evcr.ts, 
including  a  banquet.  James  McKcrnan, 
of  the  World,  chairman  of  the  New  York 
.Association,  and  Richard  Barrett,  pub¬ 
licity  director  of  the  Catskills,  were  in 
charge  of  the  party.  Newspapermen 
from  New  A’ork.  New  Jcr.sey,  Pennsyl¬ 
vania,  Connecticut  and  Massachusetts  at¬ 
tended.  .Among  those  jiresent  follow  : 

J.  M.  -Anneuberg,  circulation  manager, 
.Albany  Knickerbocker  Press;  h'rank  .Ap¬ 
pleby,  ex-mayor,  .Ashury  Park,  X.  J.; 
R.  S.  Barrett,  director  publicity,  the 
Catskills,  Catskill;  W.  Braun,  .American 
News  Company,  New  A’ork  City;  11. 
Braelow,  Newsdealers’  Supjily  Company, 
Newark;  J.  Baunon,  Newsdealers’  Sup¬ 
ply  Company,  Newark;  L.  Brink.  New' 
^’ork  Tribune;  B.  C.  Block,  New  York; 

AWAIT  FORD’S  ADVENT 
ON  WITNESS  STAND 

Preliminary  Testimony  for  Plaintiff  in 

Case  .Against  Chicago  Tribune  Deals 
with  Company's  Attitude  Toward 
Enlisted  Men. 

The  suit  of  Henry  Ford  against  the 
Chicago  Tribune  for  $1,000,000  libel 
damages  goes  forward  slowly  at  Mt. 
Clemens,  Mich.  .As  the  plaintiff’s  case 
has  not  yet  been  fully  presented — Mr. 
Ford  himself  not  yet  having  taken  the 
stand — and  as  the  case  of  the  defense 
promises  to  require  weeks  for  presenta¬ 
tion,  the  contest  may  be  prolonged  well 
into  the  vacation  season. 

During  the  past  week  many  witnesses 
have  testified  concerning  Mr.  Ford’s 
policy  toward  employees  who  had  en¬ 
listed  for  military  service.  On  Tuesday 
the  wives  of  three  employees  who  had 
entered  the  service  testified  to  having 
told  Ford  investigators  that  they  were 
not  in  need  of  what  were  called  “gratu¬ 
ities”  in  the  Ford  Educational  Depart¬ 
ment.  They  admitted  that,  later,  when 
trying  to  secure  the  discharge  of  their 
husbands  from  military  duty,  they  had 
made  affidavits  certifying  that  they  were 


M.  J.  Burke,  circulation  manager,  Brook¬ 
lyn  Daily  Eagle;  Howard  Connelly,  su¬ 
perintendent,  newspaper  and  periodical 
division,  railway  mail  service;  New 
A’ork  Postoffice,  New  A’ork;  Frank  .A. 
Collier,  Nassau  News  Company,  .New 
A'ork ;  W.  .A.  Castcll,  New  A'ork  .Ameri¬ 
can  :  Dr.  M.  D.  Cronin,  .Albany. 

\\’.  T.  Dempsey,  the  World;  Edward 
Falk,  New  A’ork  .American;  J.  Gross, 
New  York;  M.  L.  Goodman,  the  Scran- 
touian,  Scranton ;  M.  Ginsburg,  Publish¬ 
ers’  representative.  Mount  A’eruon ; 
Rafiih  Gerlh,  .Shatfield  News  Company; 
\\’.  Hoffman,  circulation  manager,  Staals 
Zeitung;  C.  Hitzig,  Metropolitan  New'S 
Company,  New  A’ork;  F.  Holweg,  the 
World;  H.  Huess,  the  World;  .Alex 
Hesse,  New  A’ork;  Walter  Hesse,  New 
A’ork;  Julius  Hesse,  New  York;  Will¬ 
iam  Henry,  New  York  American;  Peter 
Haigncy,  manager.  Eagle  Information 
Bureau,  Brooklyn;  J.  Kelly,  New  York 
Herald;  .Andrew  Kelly,  New  A’ork;  H. 
P.  Koppleman,  publishers’  representative, 

dependent  upon  their  husbands  for  sup¬ 
port. 

The  Solomon  News  Company,  of  De¬ 
troit,  a  distributor  of  the  Tribune,  and 
offered  immunity  from  damages  by  the 
h'ord  counsel,  insists  upon  remaining  in 
the  case  as  a  co-defendant,  and  of  as¬ 
suming  full  responsibility  before  the  law 
for  circulating  the  alleged  libelous 
matter. 

It  is  anticipated  that  the  testimony 
of  Mr.  Ford  will  prove  highly  interest¬ 
ing,  and  that  his  cross-examination  will 
consume  a  good  deal  of  time. 

EVENING  SUN  NEW  AD  HEADS 

Colburn  and  Apgar  Have  Succeeded  De 
Lisser  and  Hamilton. 

L.  .A.  N.  De  Lisser,  who  recently  re¬ 
signed  as  advertising  manager  of  the 
New  A’ork  Evening  Sun  to  organize 
Hamilton-De  Lisser,  Inc.,  publishers’ 
representatives,  with  J.  R.  Hamilton, 
who  resigned  as  foreign  advertising 
manager  of  the  Sun,  has  been  succeeded 
on  the  Evening  Sun  by  C.  F.  C.  Col¬ 
burn,  advertising  accountant  for  that 
paper. 

Mr.  Colburn  was  for  many  years  ad¬ 
vertising  accountant  for  the  New  York 
Press  and  went  with  the  Evening  Sun 


Hartford;  W.  Kessler,  the  Scrantonian, 
Wilkes-Barre;  H.  Kirchuer,  New  York. 

R.  Laing,  publishers’  representative, 
Plainfield;  James  McKeruan,  circulation 
manager,  the  AA’orld ;  Frank  McCabe, 
classified  advertising  manager,  the 
World :  Charles  Monaghan,  the  AA’orld ; 
I’rauk  ().  Raw,  Tribune;  AA’,  J.  Powers, 
I’tica  Press,  Ilion;  .A.  H.  Pratt,  the 
AA'orld ;  .A.  C.  Ruchdaschel,  .American 
News  Company,  New  A’ork;  A’ictor  Ry- 
berg,  circulation  manager.  Morning 
Telegraph;  AA'.  Rague,  the  AA’orld;  S. 
Rachles,  publishers’  representative,  Pas¬ 
saic;  L.  AA'.  Schmidt,  the  Tribune;  C. 
M.  Stout,  circulation  manager.  Courier 
News,  I’lainfield;  J.  M.  Scott,  the 
AA’orld;  J.  A.  Savadel,  Fourth  Estate;  S. 
Samuels,  AA’orld;  I'.  Schlosser,  World; 
Ernest  .A.  Scholz,  circulation  manager, 
Crowell  Publishing  Company;  H.  W. 
Shock,  .Asbury  Park ;  L.  Weinstock, 
Metropolitan  News  Company;  E.  AVeis- 
man.  World ;  S.  AA’olfe,  Utica ;  J.  Wim- 
mer,  Scranton  .Scrantonian. 

when  the  Press  was  merged  with  the 
Sun  publications.  He  began  his  news¬ 
paper  career  as  an  office  boy  on  the 
Press. 

Mr.  Hamilton  is  succeeded  as  foreign 
advertising  manager  of  the  Sun  by  P. 
L.  .Apgar,  who  recently  returned  from 
war  service  abroad. 

Stone  to  Address  Telegraphers 

Melville  Stone,  president  of  the  Asso¬ 
ciated  Press,  who  returned  recently  from 
I’rance,  where  he  had  supervision  of  A. 
P.  news  of  the  peace  conference,  will 
not  return  to  France  this  year.  It  is. 
likely  that  he  will  make  a  trip  west  this 
n:omh,  visiting  a  number  of  cities,  in¬ 
cluding  Peoria,  where  he  has  been  in¬ 
vited  10  address  the  .Associated  Press 
(iood  hellowship  Club,  composed  of 
news  telegraphers. 


Okmulgee  Democrat  Building  Home 

Okmli.ghf..  Okla.,  June  3. — A  five- 
story  building,  costing  approximately 
$2(X),IKJ0  is  to  be  erected  for  the  Demo¬ 
crat  and  the  J.  H.  Rebold  Oil  interests. 
Construction  will  be  begun  about  June 
15  and  it  is  to  be  completed  by  January 
1.  The  three  upper  floors  will  be  rented 
as  offices. 
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RANKIN  ADVOCATES  FOR  ADVERTISERS  THE 
FOCH  METHOD  OF  “TIMEUNESS” 

Prominent  Advertising  Agency  Man  Shows  How  National  Advertisers  May  Win  Wide  Markets 
Through  Concentrating  on  Dominant  Newspapers — Elements  of  Expense^ and 
Effectiveness  Considered  from  Standpoint  of  Experienced  Space  Buyer 


WILLIAM  IL  RANKIN,  pres¬ 
ident  of  the  VVm.  H.  Rankin 
Company,  Chicago,  and  chair¬ 
man  of  the  Newspaper  Division  of  the 
American  Association  of  Advertising 
Agencies,  presents  herewith  an  illumin¬ 
ating  analysis  of  the  possibilities  and 
costs  of  National  Advertising  Cam¬ 
paigns,  conducted  on  a  large  scale, 
through  the  columns  of  the  leading 
newspapers  in  one  hundred  American 
cities. 

Mr.  Rankit),  impressed  with  the  value 
of  the  statistical  information  on  news- 
l>aper  circulations  and  rates  as  contained 
in  Editor  &  Publisher  for  January  11- 
IR,  and  in  subsequent  issues,  has  already 
made  effective  use  of  these  surveys  in 
planning  campaigns  for  his  clients  and  is 
arranging  to  have  the  entire  series  of 
tabulations,  as  published  in  these  pages, 
lK»und  in  convenient  volumes  and  placed 
in  the  offices  of  each  of  the  117  adver¬ 
tising  agencies  belonging  to  the  A.  A. 
A.  A. 

The  outline  of  major  national  adver¬ 
tising  campaigns,  to  run  through  dom¬ 
inant  newspapers,  as  formulated  by  Mr. 
Rankin  and  presented  in  this  article  will 
serve  to  make  clear  to  advertisers  the 
economy  of  using  newspapers  and  the 
impossibility  of  securing  localized  ap¬ 
peal  through  the  use  of  any  other  med¬ 
iums.  It  is  the  clear-headed  analysis 
of  a  man  who  holds  no  bias  in  the  mat¬ 
ter  of  mediums,  who  does  not  carry  any 
special  brief  for  newspapers,  who  buys 
advertNing  space  for  his  patrons  in  mag- 
azities  and  in  all  sorts  of  periodicals, 
liut  is  impelled  by  a  consideration  of 
obvious  facts  to  point  out  the  dominat¬ 
ing  value  of  the  great  primary  medium 
—the  newspaper. 

By  William  H.  Rankin. 
National  newspaper  advertising — 

which  enables  you  to  reach  a  far  greater 
numl)er  of  prospective  customers ;  which 
enables  you  to  put  over  your  selling 
story  when  it  is  TIMELY — the  Foch 
method ;  in  which  you  do  not  waste  one 
penny  in  advertising  in  territory  in 
which  you  have  no  distribution ;  which 
enables  you  to  DOMIN.-XTE  your  com¬ 
petitors  and  invariably  to  gain  the  atten¬ 
tion  of  the  communitv  in  which  you  are 
making  your  sales  ei  ort. 

.■\n  advertiser  can  buy  one  full  page 
in  the  first  100  cities  in  the  L^.  S.  A.  in 
100  morning  newspapers  for  $21,456. 

10.000  lines  in  the  same  papers  for 

$>>'9,346. 

With  a  national  circulation  of  nearly 
6.(H)0.(KO. 

One  full  page  in  one  afternoon  news¬ 
paper  in  100  cities  for  $22,632. 

10.000  lines  in  the  same  papers  for 

$93209. 

With  a  national  circulation  of  6.315,517 
daily. 

These  are  days  in  which  competition 
to  secure  national  markets  has  become 
so  keen  that  individual  business  firms  arc 
eagerly  searching  for  new  methods  by 
which  to  DOMIN.NTE  the  attention  of 
the  piibl-c  and  to  dominate  it  FIRST; 
searching  for  methods  that  will  give 
more  intensive  sales  results  than  can  be 


obtained  by  any  other  form  of  advertis¬ 
ing. 

This  method  has  been  found.  Neces¬ 
sity  mothered  its  discovery.  National 
sales  organizations  cannot  operate  suc¬ 
cessfully  without  national  advertising. 

Like  everything  else  that  is  new,  it  is 
an  old  method  with  a  new  potentiality — 
which  all  of  us,  and  not  just  a  few, 
should  have  put  to  use  long  ago — that  is, 
NATIONAL  NEWSPAPER  ADVER¬ 
TISING. 

The  ability  of  natiotial  newspaper  ad¬ 
vertising  to  create  national  sales  and  to 
increase  their  volume  has  already  been 
demonstrated  in  actual  practice.  Many 
millions  of  dollars  have  already  been 
‘^pent  for  the  United  States  Government 
in  this  way,  helping  to  bring  to  the  Gov¬ 
ernment  billions  of  dollars  in  return. 
Millions  more  have  been  spent  in  this 
sort  of  advertising  by  commercial  firms ; 
and  the  results  they  have  obtained  have 
been  highly  remunerative.  The  thing 
has  been  tried  out,  thoroughly.  It  works 
e\ery  time ! 

Afraid  of  the  Expense 

Nevertheless,  I  hear  many  men  say¬ 
ing,  “Mut  to  advertise  in  ei'cry  newspa¬ 
per  iti  eivry  city  in  the  United  States 
would  cost  so  many  hundreds  of  thou¬ 
sands  of  dollars  that  no  advertiser  could 
afford  to  pay  that  price.” 

Hut  who  would  ever  suggest  that  an 
e.xpenditure  of  such  size  is  NECES- 
S.NR^’?  When  a  concern  goes  into  na¬ 
tional  advertising  through  the  magazines 
it  does  not  advertise  in  e'eery  magazine 
of  national  circulation.  The  advertiser 
selects  the  zvry  best  magazines  only; 
and  these  he  finds  sufficient  for  his  needs. 

So  it  is  with  national  advertising 
through  the  newspapers.  By  using 
jndg-menl  and  discrimination  in  select¬ 
ing  the  newspapers  to  be  used,  the  ad¬ 
vertising  counselor  can  froz’c  to  the  ad¬ 
vertiser  that  newspapers  so  selected  are 
certainly  the  most  intensive,  fully  as 
economical,  and  absolutely  the  most 
highly  EEEbXTlVE  method  of  reach¬ 
ing  the  consumer  natiotially,  having  al¬ 
ways  in  mind  what  will  bring  the  best 
results  per  dollar  invested  in  advertis¬ 
ing. 

Does  that  sound  like  an  extravagant 
claim?  I  believe  that  every  business 
man  seeking  to  do  a  national  business 
successfully  should  read  every  word  of 
this  article.  He  will  be  convinced  that 
this  claim  is  founded  on  absolute  fact. 

What  Will  Surh  a  Campaign  Cost? 

Suppose  we  take  one  newspaper  in  each 
of  the  first  one  hundred  cities  in  the 
I’nited  States.  Select  in  each  one  of 
these  cities  the  newspaper  which  has  the 
largest  circulation  in  that  city,  accord¬ 
ing  to  the  .\udit  Bureau  of  Circulations 
report — the  largest,  whether  morning, 
evening,  or  Sunday.  The  combined  cir¬ 
culation  of  100  morning  newspapers  is 
5.928.687  per  issue — in  round  numbers, 
6.000,000. 

To  reach  the  6.000,000  readers  of  the 
100  morning  newspapers  selected — all 
different  readers,  all  in  different  commu¬ 
nities — would  cost  approximately  $44,- 
699. 

How  well  does  the  circulation  of  these 


100  selected  newspapers  blanket  the 
United  States? 

The  100  newspapers  selected  stretch 
from  the  Atlantic  to  the  Pacific,  and 
from  the  Canadian  line  to  the  Gulf  of 
Mexico.  Each  zone  of  circulation  vir¬ 
tually  touches  another. 

To  Blanket  the  Country 

Here  is  the  one  kind  of  national  news¬ 
paper  advertising  that  can  be  done  most 
effectively  and  economically.  This  is  the 
campaign  that  begins  in  one  center  and 
expands,  as  events  warrant  it,  until  it 
interlocks  with  campaigns  radiating  from 
other  centers. 

For  example;  A  campaign  started 
in  the  newspapers  of  Boston,  New 
Haven,  Hartford  and  Providence  ex¬ 
pands  through  the  circulations  of  these 
newspapers  until  it  meets  that  of  the 
New  York  City  newspapers  on  its  na¬ 
tional  way  westward.  The  circulation 
limits  of  New  York  newspapers  dovetail 
in  with  those  of  the  newspapers  of  New¬ 
ark,  Philadelphia  and  Washington;  with 
those  of  Buffalo,  Cleveland,  and  Pitts¬ 
burgh  ;  and  these  in  turn  interlock  with 
the  zones  of  influence  created  by  the 
newspapers  of  Cincinnati,  Louisville, 
Nashville,  -Xtlanta,  Jacksonville,  Birm¬ 
ingham  and  New  Orleans. 

The  national  newspaper  campaign 
that  it  started  from  Los  .Angeles,  San 
Francisco,  Portland  and  Seattle  radiates 
eastward  through  the  circulation  zones 
of  these  cities  to  meet  and  dovetail  in 
with  the  circulation  zones  of  Spokane, 
Helena,  Denver,  Dallas,  Oklahoma  City, 
San  .Antonio,  Houston  and  Fort  Worth 
and  on  eastward  through  Minneapolis, 
St.  Paul  and  Kansas  City,  to  pass 
through  St.  Louis  and  cross  the  Mis¬ 
sissippi  from  Canada  to  the  Gulf.  From 
St.  Louis  the  widening  radiation  of 
force  meets  and  interlocks  with  that 
spreading  from  Omaha  and  Des  Moines, 
and  fuses  with  the  great  zone  dominated 
from  Chicago. 

Greatest  Unit  of  Advertising  Power 

Then,  passing  eastward  through  In¬ 
dianapolis,  Detroit  and  Columbus,  it 
completes  the  fusion  of  200  afternoon 
and  morning  newspapers  into  one  na¬ 
tional  medium — a  single  mighty  medium 
with  a  total  national  circulation  of  more 
than  1 1  500,000  copies ;  the  greatest  sin¬ 
gle  unit  of  power  in  the  realm  of  adver¬ 
tising  ! 

By  this  amalgamation  a  new  giant  is 
suddenly  born,  full-grown.  Its  name 
shall  be  “The  National  Newspaper  Unit.” 
It  stands  ready  to  serve  national  adver¬ 
tisers  as  they  have  never  before  been 
served. 

Thirty  per  cent  of  the  entire  popula¬ 
tion  of  the  United  States  is  in  these  100 
cities — upwards  of  30,000.000  people,  with 
a  newspaper  entering  every  home.  .And 
forty  per  cent  of  the  combined  circula¬ 
tion  of  these  100  selected  newspapers  is 
among  the  farmers  on  rural  mail  delivery 
routes  and  in  the  suburbs  of  the  cities  in 
which  these  newspapers  are  published. 
Six  million  readers.  North.  East,  South 
and  We.st,  in  farm,  city  and  suburb — 
this  is  the  audience  of  the  advertiser  who 
uses  100  morning  newspapers  alone. 


It  is  generally  conceded  that  a  morning 
newspaper  in  most  cities  is  the  one  that 
is  given  the  most  careful  reading  by 
business  men.  For  this  reason  adver¬ 
tisements  directed  to  men  are,  in  most 
cases,  preferably  published  in  morning 
newspapers.  ,A  national  campaign  in 
morning  newspapers  would  cost  as 
follows : 

Morning  Newspapers 
5,000  lines,  one  time,  in  100 

newspapers  . $44,699 

500  lines,  ten  times  (once  a 

week  for  ten  weeks) .  “ 

50  lines,  double  column,  100  in¬ 
sertions  _ .' .  “ 

(Daily  for  three  months,  or  weekly 
for  a  year  and  11  months) 

Full  page,  one  time,  in  100 

newspapers  . $21,456 

Afternoon  Newspapers 
Champions  of  evening  newspapers 
point  out  that  the  evening  newspaper 
reaches  the  home  and  stays  there.  Not 
the  father  alone,  they  show  us,  reads 
the  evening  paper,  but  also  the  mother, 
sister  and  brother— a//  read  the  home- 
delivered  afternoon  paper.  ,A  national 
campaign  in  evening  newspapers  would 
cost  as  follows : 

Full  page,  one  time,  in  100 

newspapers  . $22,632 

5,000  lines  in  the  same  news¬ 
papers  . 47,186 

10.000  lines  in  the  same  news¬ 
papers  .  93,209 

20,000  lines  in  the  same  news¬ 
papers  ....• . 196,269 

50,000  lines  in  the  same  news¬ 
papers  . 479,172 

The  circulation  of  this  list  of  afternoon 
papers  is  6.315,557,  daily;  and  when  you 
stop  to  consider  that,  by  using  a  50,000- 
line  schedule  in  these  cities  you  could  use 
ten  full-page  advertisements,  forty 
quarter-page  advertisements,  and  still 
have  left  10,000  lines  which  would  permit 
of  a  double-column,  50  lines,  advertise¬ 
ment  tunce  a  week  throughout  the 
entire  year,  you  can  readily  see  the  ex- 
traordinry  possibilities  of  such  a  cam¬ 
paign. 

Sunday  Newspapers 
There  are  a  great  many  advertisers 
who  prefer  the  Sunday  newspapers  for 
their  advertising;  and  those  who  have 
that  preference  can  buy  a  full-page  in 
the  first  one  hundred  newspapers  in  the 
country,  for  a  national  campaign,  for 
$26,568;  5.000  lines.  $55,000;  10,000  lines, 
$108,000;  20,000  lines,  $250,065  ;  50,000 
lines,  $533,701.  The  total  number  of 
subscribers  reached  it  7,339,463;  and  I 
am  sure  that  if  you  will  compare  this 
circulation  with  that  of  any  other  nation¬ 
al  medium  you  cannot  help  but  be  favor¬ 
ably  impressed. 

Most  advertisers  in  national  magazines 
are  able  to  forecast,  weeks  and  months 
in  advance,  just  what  seasonable  argu¬ 
ments  they  wish  to  make  in  favor  of 
their  products  on  the  publication  date  of 
any  magazine  and  are  therefore  able  to 
prepare  effective  “copy”  in  time  to  meet 
the  mechanical  requirements  of  the 
magazines  whose  fprm  closing  dates  are 
usually  weeks  in  advance  of  the  date  of 
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publication.  It  is  no  argument  against  the 
continued  use  of  national  magazines  to 
point  out  that  many  advertisers  can  pre¬ 
pare  doubly  effective  copy  by  using  news¬ 
papers.  “Copy”  exactly  pertinent  to  the 
hour  and  to  local  conditions  can  be  pre¬ 
pared,  and  sharp  blows  can  be  struck 
with  as  immensely  telling  effect  in  the 
business  world  as  in  military  campaigns. 

In  the  case  of  many  articles  this  ele¬ 
ment  of  TIMELINESS  is  an  absolutely 
essential  feature;  adequately  met  by  the 
newspapers  alone. 

To  Prevent  Non-Distribution  Waste 

While  the  newspaper  campaigns  out¬ 
lined  here  are  designed  to  cover  the 


country  from  coast  to  coast  many  mer¬ 
chandisers  will  prefer  to  select  news¬ 
papers  in  such  a  manner  as  to  cover  cer¬ 
tain  districts  more  thoroughly  in  which 
their  distributing  facilities  are  well  pro¬ 
vided  for;  and  to  omit  the  use  of  news¬ 
papers  in  other  districts  in  which  their 
distribution  is  of  lesser  importance. 

Such  a  selection  of  territory  for  in¬ 
tensive  cultivation  cannot  be  made  by 
the  advertiser  who  uses  national  maga¬ 
zines  exclusively. 

The  magazines  themselves  provide 
figures  showing  the  distribution  of  their 
circulation.  The  advertiser  perceives 
that,  in  order  to  reach  certain  sections 
in  which  he  is  prepared  to  make  sales  of 


his  product,  he  must  pay  for  circulation 
in  districts  which  are  of  no  immediate 
value  to  him. 

National  advertising  through  news¬ 
papers  carries  with  it  no  such  wasted 
expense.  The  advertiser  need  select  no 
newspaper  whose  circulation  does  not  go 
hand  in  hand  with  his  own  sales  facili¬ 
ties. 

“Dominating”  Through  Big  Space 
quarter-pAge  advertisement  in  a 
newspaper  always  attracts  attention.  A 
ftdl-page  advertisement  in  a  newspaper 
COMPELS  attention.  It  can’t  be 
‘‘buried.” 

All  advertisers  are  striving  today  to 
dominate  in  particular  mediums,  but 
there  is  no  way  that  you  can  dominate 


nationally  in  national  advertising  so  well 
as  to  dominate  in  national  newspapers  as 
well  as  local  newspapers. 

The  recent  work  done  by  advertising 
men,  first  for  the  Red  Cross,  then  for 
Smileage,  and  for  the  Liberty  Loan,  and 
for  the  “18  to  45”  Draft,  has  taught 
business  men  that  the  new  big  thing  in 
advertising — that  is,  the  “dominant  plan" 
to  reach  masses  of  people — is  a  full-page 
advertisement  in  the  daily  newspapers. 

In  my  own  experience  I  have  seen, 
through  newspaper  advertising,  the  cost 
of  selling  a  $1  membership  in  the  Red 
Cross  reduced  from  the  average  of 
sixteen  cents,  without  advertising  to  less 

(Continued  on  Page  16.) 


COSTS  OF  NATIONAL  ADVERTISING  CAMPAIGNS  THROUGH  NEWSPAPERS  WHICH  DOMINATE  NATION’S  MARKET  ZONES 


Number 

of  Total 

Morning  Circu- 
Papers  lation 

Total 
Number 
of  Daily 
News- 
liapers 

Gross 

Cost  5,000  Lines  1 

Gross 

Cost  10.000 

Lines 

Gross 

Cost  20,000 

Lines 

STATE 

Cities  of  Total 

Having  Evening  Circu- 
Dailies  Papers  lation 

Total 

Circula¬ 

tion 

F^vening 

News* 

papers 

Morning 

News- 

p.ipers 

All 

News¬ 

papers 

Evening 

News¬ 

papers 

Morning 

News¬ 

papers 

All 

News¬ 

papers 

Evening 

News¬ 

papers 

Morning 

News¬ 

papers 

All 

News¬ 

papers 

Maine  .  7 

New  Hampshire  7 

Vermont  .  11 

Mabsachusetts. . .  41 

Connecticut  ....  19 

Rhode  Island...  6 

6 

7 

7 

58 

26 

6 

75,226 

34,153 

30,900 

1,295,512 

228,851 

126.480 

5 

2 

2 

11 

7 

1 

56,918 

11,340 

18,261 

960,974 

91,645 

31,024 

11 

9 

9 

69 

33 

7 

132,144 

45.493 

49.161 

2,256,486 

320,496 

157,504 

.  ns.741.66 

$6,393.24 

$22,134.90 

$30,853.65 

$12,530.75 

$43,384.40 

$60,781.69 

$24,685.58 

$85,467.27 

Totals  . . . 

.  91 

no 

1,791,122 

28 

1,170,162 

138 

2,961,284 

Zonk  2 

New  York.... 
New  Jersey. . . 

.  68 
.  23 

91  . 
29 

2,671,556 

4,15,990 

32 

5 

1,735,949 

77,406 

123 

34 

4,407.505  ) 
513,396  i 

■  17,172.72 

8,448.21 

25,6.20.93 

33,658.53 

16,558.49 

50.217.02 

66,307.30 

32,620.23 

98,927.53 

Totals . 

.  91 

120 

3.107,546 

37 

1,813,355 

157 

4,920,901 

Zone  3 

Penusylvania  . . .  103 
West  Virginia  .  19 

Virginia  .  20 

Maiyland  .  6 

Delaware  .  1 

Dist.  of  Columbia  1 

107 

12 

14 

9 

2 

2 

1,489,381 

66.800 

172,176 

270,328 

30,024 

157,528 

39 

9 

11 

5 

1 

2 

1,072,225 

81,244 

139,835 

182,259 

10,600 

87,681 

146 

21 

25 

14 

3 

4 

2,561.6061 
148.044 
312,011 
452,587 
40,624 
245.209  1 

■  20.893.47 

15,298.11 

36,191.58 

41.369.07 

29,984.30 

71,353.37 

81,497.07 

59,069.07 

140,566.14 

Totals  . . . 

.  150 

146 

2,186,237 

67 

1,573,844 

213 

3,760,081 

Zone  4 

Njith  Carolina.  22 
South  Carolina.  10 
Geoigta  .  19 

18 

8 

15 

11 

69,907 

50.344 

205,585 

54,696 

8 

5 

7 

8 

87,907 

62,747 

120,493 

64,542 

26 

13 

22 

19 

157,8141 
113,091  1 
326.078 
119,238  J 

7,441.51 

6,393.24 

13,834.75 

14,585.36 

12,530.75 

27,116.11 

28,733.16 

24,685.58 

53,418.74 

'■'otals . 

.  70 

52 

380,532 

28 

335,689 

80 

716,221 

Zone  i 

.  84 

105 

1,612.838 

19 

459,417 

124 

2,072,2551 

35,902.42 

14.320.86 

50,223.28 

70,727.77 

28,212.09 

98,939.86 

Kentucky  . . . . 
Tennessee  . . . 

.  .18 

9 

13 

10 

15fl..347 

2'11.381 

9 

4 

140,494 

191,855 

22 

14 

290,841 
403,236  J 

18.317.56 

7.306.56 

25,624.12 

Totals . 

.  Ill 

128 

1,974,566 

32 

791,766 

160 

2,766.332 

Zone  6 

Alabama  . 

Mississippi  . . . 
Louisiana  . . . . 

.  IS 
12 

.  11 

11 

10 

8 

152,624 

29,103 

142,129 

3 

1 

2 

71,768 

2,835 

91,057 

14 

11 

10 

224,392  1 
31,938 
233,186  1 

1  4.150.07 

1,369.98 

5,520.05 

8.134.14 

2,685.16 

10,819.30 

16,024.24 

5,289.77 

21,314.01 

Totals  ... 

.  38 

29 

323,856 

6 

165,660 

35 

489,516 

Zone  7 

Illinois  . 

Tndi.'ua  . 

.  75 
.  71 
.  33 

83 

84 

40 

1,277,913 

541,989 

475,240 

732.303 

364,422 

17 

20 

9 

834,895 

285.288 

152,255 

100 

104 

49 

2,112,8081 
827,277  1 
627,495 

42,073.16 

12,786.48 

S<859.64 

82,463.39 

25.061.50 

107,524  89 

162,452.88 

49,371.16 

211,824.04 

Michigan  . . . . 
Wisconsin  .... 

.  49 
.  33 

50 

37 

7 

3 

196,075 

51,030 

57 

40 

9:8,378 
41 5,454  J 

1 

Totals . 

.  261 

294 

3,391,867 

56 

1,519.543 

350 

4,911,410 

_ 

Zone  8 

.  42 

36 

917,216 

10 

585.479 

46 

1,502,695 ' 

Kansas  . 

Oklahoma  . . . . 
Arkansas  . . . . 

.  46 
.  36 
.  24 

36 

23 

10 

171,515 

164.356 

59.422 

7 

8 

3 

118,862 

127,303 

57,081 

43 

31 

13 

290,377 

291,659 

116,503 

15,026.13 

6,393.24 

21,419.37 

29.4fl.21 

12,530.75 

41,981.96 

58.018.88 

24,685.58 

82.704.46 

Totals . 

.  148 

105 

1,312.509 

28 

888,725 

133 

2.201,234 

Zone  9 

.  66 

40 

426.435 

17 

281,670 

57 

708,105  1 

1  6.296.66 

4,109  94 

10,406.60 

12,341.45 

8.055.48 

20,396.93 

24,312.66 

15,869.30 

40.181.96 

New  Mexico 

5 

4 

9,620 

1 

7,735 

5 

17,355 

Totals . 

.  71 

44 

436.055 

18 

289,405 

62 

725.460 

Zone  10 
Minnesota  .... 
North  Dakota. 
South  Dakota . 
Montana  . 

.  25 

9 

.  13 
.  13 

27 

7 

8 

6 

495,149 

31.429 

34,323 

33,958 

6 

3 

5 

9 

165,559 

29,058 

21,202 

63,789 

33 

10 

13 

15 

660,708  ■ 
60,487 
55.525 
97,747 

6,869.09 

5,251.57 

12.120.66 

13,463.42 

10.293.08 

23,756.50 

26,522.94 

20,277.37 

46,800.31 

Totals  . . . 

.  60 

48 

594,859 

23 

279,608 

71 

874,467 

Zone  11 

Nebraska  . 

Wyoming  . . . . 
Colorado  . 

.  15 

4 

.  23 

3 

16 

4 

19 

5 

245,902 

12,836 

214.071 

79,012 

4 

2 

7. 

3 

115,904 

9,175 

53,525 

61,153 

20 

6 

26 

8 

361,806' 

22,011 

267.596 

140,165. 

6,296.66 

3,653.28 

9,949.94 

12,341.45 

7,160.43 

19,501.88 

24,312.66 

14,106.05 

38,418.71 

Totals . 

.  45 

44 

551,321 

16 

239,757 

60 

791,578 

Zone  12 
California  . . . 

Nevada  . 

Arizona  . 

.  78 
.  6 
.  14 

66 

3 

6 

822,717 

6.260 

20,233 

31 

1 

5 

475,079 

895 

18,465 

97 

4 

11 

1,297,7961  10,732.95 

7.155  1- 
38,698  1 

8,448  21 

19,181.16 

21,036.58 

16,558.49 

37.595.07 

41,442.06 

32,620.23 

74.062.29 

Totals . 

.  98 

~7S 

849.210 

37 

494,439 

112 

1,343,649 

Zone  13 

.  9 

4 

18,789 

3 

23,669 

7 

42,458' 

1  6,010.45 

4,109.94 

10,120.39 

11,780.48 

8,055.48 

19,835.96 

23,207.55 

15,869.30 

39,076.85 

Washington  . . 
Oregon  . 

..  16 
.  18 

18 

20 

306,297 

172,212 

9 

6 

131.261 

86.148 

27 

26 

437,558 
^  258,360 

Totals . 

.  43 

42 

497,298 

18 

241,078 

60 

738,376 

Grand  totals., 

.1,277 

1,237 

17,397,478 

394 

9,803,031 

1,631 

27,200,509 

$177,022.09 

$tfi9,962.00 

$266,984.09 

1347.381.15 

$176,325.52 

$523,706.67 

684,340.86 

$347,361.31 

$103,170.27 

$1,031,702.70 

(Continued  on  Page  i6) 
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COSTS  OF  NATIONAL  ADVERTISING  CAMPAIGNS  THROUGH  NEWSPAPERS  WHICH  DOMINATE  NATION’S  MARKET  ZONES.  » 


SUMMARY 

One  Daily  Newspaper  in  Each  City 


1.277  cities — 1,277  newspapers  with  total  circulation .  21.296,529 

1^77  cities — 1,277  newspapers  with  total  circulation .  21,2%,529 

1277  cities — 1277  newspapers  with  total  circulation .  21296,529 

All  Daily  Newspapers  in  Each  City 

1.277  cities — 1,631  daily  newspapers  with  total  circulation .  27,200,509 

1,277  cities — 1.631  daily  newspapers  with  total  circulation .  27,200,509 

1,277  cities — 1,631  daily  newspapers  with  total  circulation .  27,200,509 

American  Press  Association 

378  daily  newspapers  with  total  circulation .  619,083 

5,348  weekly  newspapers  with  total  circulation .  6,785,938 


5.726  new,spapers  with  total  circulation .  7,405,021 


Gross  cost  5,000  lines .  $209,032.13 

Gross  cost  10,000  lines .  409,702.97 

Gross  cost  20,000  lines .  807,114.85 


Gross  cost  5,000  lines .  $266,984.09 

Gross  cost  10,000  lines .  523.706.67 

Gross  cost  20,000  lines .  1,031,702.17 


Gross  co.st  5,000  lines .  $367,692.86 

Gross  cost  10,000  lines .  735,385.72 

Gross  cost  20.(X)0  lines .  1,470,701.44 


ADVOCATES  FOCH  METHOD 
OF  TIMELINESS 

{Continued  from  Page  15.) 
than  sc7rn  cents  per  dollar  member. 
That  was  done  with  full-page  newspaper 
alvertising  used  in  a  dominant  way ;  that 
is,  seven  full  pages  in  each  of  the  seven 
daily  papers  in  the  city  of  Chicago. 

The  original  plan  was  to  secure  150,- 
000  members  for  the  Red  Cross  in 
Chicago;  but,  because  of  this  dominant 
newspaper  advertising,  paid  for  by 
patriotic  Chicago  business  men,  at  the 
end  of  six  weeks  we  had  secured  416,000 
members — an  object  lesson  in  the 
economic  value  of  newspaper  space  when 
properly  used. 

It  is  said  that  more  than  $130,000,000 
will  be  spent  in  national  newspaper  ad¬ 
vertising  during  the  year  1919.  A  very 
much  larger  sum  than  that  will  be  spent 
in  newspapers  by  local  merchants.  W  hen 
all  national  advertisers  wake  up  to  the 
value  of  national  advertising  campaigns 
in  newspapers,  the  $130,000,000  will 
jump  to  $.300,000,000  almost  over  night. 

A  New  Era  in  .Advertising 

This  new  method.  National  News¬ 
paper  .Advertising,  that  made  the  U,  S. 
war  activities  promotion  so  successful, 
is  now  being  put  into  use  for  commer¬ 
cial  purposes.  In  the  city  of  Chicago 
there  is  running  now  and  has  been  run¬ 
ning  for  the  past  thirty  days,  a  ’‘Huild 
Now"  campaign — a  campaign  of  full- 
page  advertising  in  every  daily  news¬ 
paper  in  the  city  of  Chicago,  backed  up 
by  consistent  smaller  advertising  copy. 
In  less  than  thirty  days  after  the  cam¬ 
paign  commenced  an  item  appeared  in 
the  Chicago  Tribune  showing  that  dur¬ 
ing  the  month  of  .April  there  had  been 
more  building  permits  issued  than  in  any 
month  during  the  past  five  years. 
“Cofiy"  for  this  campaig  is  now  being 
sent  out  nationally,  and  Chambers  of 
Commerce  and  buildings  associations 
are  being  asked  to  father  and  pay  for 
the  campaign  in  their  individual  cities. 

Plan  for  .Advertising  Nationally 

In  order  that  advertisers  may  know 
the  value  of  small-town  newspaper  ad¬ 
vertising  we  have  worked  out  a  plan 
whereby  we  have  divided  up  the  country 
into  thirteen  distributing  districts  or 
zones.  We  have  figured  the  cost  of 
5.000  lines  in  every  newspaper  in  each 
district  and  we  show  in  the  accompany¬ 
ing  tables  the  price  of  such  campaigns 
and  the  total  circulation,  based  on  one 
paper  in  each  c'ty,  also  every  newspaper 
in  each  city.  We  have  shown  separately 
the  cities  over  50.000  inhabitants  and 
those  under.  Then  we  have  shown  the 
total  cost  of  such  campaigns  in  the 
thirteen  districts  and  also  the  news¬ 
papers  that  are  represented  by  the 
.American  Press  .Association. 

So.  in  answer  to  the  question  “What 
is  the  best  way  to  advertise  in  news¬ 
papers  nationally?”  we  recommend; 

First,  that  a  campaign  be  placed  in  the 


first  one  hundred  cities  in  the  United 
States,  w'th  a  total  circulation  of  ap¬ 
proximately  6.000.000  in  the  morning 
newspapers,  6..500,000  in  the  afternoon 
newspapers  and  7,400,000  in  Sunday 
newspapers. 

Then  select  a  local  territory  where 
your  goods  are  on  sale  and  where  you 
are  sure  you  will  get  the  maximum  re¬ 
sults  per  dollar  spent — that  is  to  say, 
where  your  salesmen  have  already  sold 
the  dealers  and  your  goods  are  on  sale — 
and  work  that  intensively,  with  special 
advertising  in  the  newspapers  of  that 
locality,  the  dailies  and  the  weeklies. 

During  a  recent  investigation  we  found 
that  local  dealers  in  the  smaller  towns 
have  the  following  preference  for  adver¬ 
tising  media:  They  believe  first,  in  ad¬ 
vertising  in  thei  local  newspapers; 
second,  they  believe  in  large  city  news¬ 
papers  to  back  up  a  campaign  in  the  local 
towns;  third,  national  magazine  adver¬ 
tising. 

There  is  no  power  that  will  do  more 
to  take  these  goods  off  the  shelves  than 
advertising  in  the  local  newspaper  in 
those  towns — especially  if  such  local  ad- 
\ertising  is  backed  up  by  N.ATION.AL 
NEWSPAPER  ADVERTISING. 

There  is  no  better  way  to  get  your 
goods  on  the  dealers’  shelves  than 
through  such  advertising:  and  you  will 
find  the  publishers  of  those  papers  wield 
a  decided  itifluence  and  that  the  dealers 
in  those  towns  listen  to  the  local  pub¬ 
lisher  and  do  everything  in  their  power 
to  place  on  sale  goods  advertised  in  the 
local  newspapers. 

To  Get  Best  Results 

To  get  from  national  newspaper  adver¬ 
tising  its  best  results  the  advertiser 
should  conduct  a  campaign  of  this  sort 
for  at  least  a  full  year,  and,  preferably, 
for  three  years. 

It  would  practically  eliminate  all 
chance  of  unsatisfactory  results  from  a 
newspaper  campaign  if  the  campaign 
were  carried  through  for  twelve  months. 
Insertions  at  least  twice  a  week,  with  a 
judicious  combination  of  large  and  small 
sized  copy,  should  be  used. 

Other  factors  being  what  they  should 
be.  such  a  campaign  guarantees  success. 

Today  is  the  day  on  which  you  and 
every  other  .American  business  man  who 
is  anxious  to  develop  the  fullest  market 
for  his  products  should  act.  Consult 
today  with  your  advertising  agent  as  to 
the  ability  of  national  newspaper  adver¬ 
tising  to  serve  you.  Or,  if  you  have  no 
agency  connection,  write  to  the  News¬ 
paper  Division.  .American  .Association  of 
.Advertising  .Agencies,  Metropolitan 
Tower,  New  A’ork,  for  counsel.  The 
association  has  a  membership  of  111 
advertising  agencies  with  headquarters 
from  coast  to  coast. 

National  newspaper  advertising  will 
enable  you  to  broaden  your  audience  to 
a  tremendous  degree;  it  will  enable  you 
to  reach  that  augmented  audience  swift¬ 
ly;  it  will  cement  your  advertising  effort 
with  your  sales  facilities,  eliminating 
wasted  effort  in  advertising;  it  will  en- 


ab;c  you  to  DOMINATE. 

The  day  of  national  advertising 
through  national  newspapers  is  here, 
and  the  Editor  &  Publisher,  the 
.A.  N.  P.  A.  and  the  .American  .Associa¬ 
tion  of  .Advertising  .Agents  will  do  all  in 
their  power  to  make  it  the  national  ad¬ 
vertising  unit — the  standard  by  which 
all  others  are  measured. 


Corrections 

Through  an  error  in  the  tabulation  of 
magazine  and  newspaper  advertising 
rates  in  the  issue  of  .April  17,  the  figures 
showed  an  average  cost  per  line  per 
thousand  of  circulation  for  morning  and 
evening  newspapers  of  the  United  States 
of  .0047441.  This  should  have  been 
.00215169.  In  the  issue  of  May  15,  it 
was  made  to  appear  that  Des  Moines 
has  two  morning  newspapers  and  one 
Sunday  paper.  There  is  but  one  morn¬ 
ing  newspaper  in  Des  Moines  and  three 
Sunday  papers. 


Memorial  to  E.  P.  Call 

Friends  of  the  late  Edward  Payson 
Call,  business  manager  of  the  New  York 
Journal  of  Commerce  and  treasurer  of 
the  .American  Newspaper  Publishers’ 
.Association,  have  been  invited  to  attend 
a  special  memorial  service  at  the  New 
Church,  35th  street,  between  Lexington 
and  Park  avenuCs,  New  A'ork,  Sunday 
morning,  June  8,  at  11  o’clock.  The  serv¬ 
ice  will  be  conducted  by  Julian  K.  Smyth, 
the  pastor. 


Clarke  Locates  in  Sharon 

Sh.xron.  Pa.,  May  30. — The  Petroleum 
Iron  Works  Company  of  Ohio,  with 
general  offices  in  this  city,  has  appointed 
Robert  Clarke,  Jr.,  to  handle  its  adver¬ 
tising.  Mr.  Clarke  was  at  one  time 
with  the  General  Fire  Proofing  Com¬ 
pany,  A’oungstown,  Ohio,  and  for  the 
past  20  months  has  been  in  h'rance  and 
Italy  with  the  army  aviation  service. 


Special  Edition  by  Shriners 

.A  special  issue  of  the  Tulsa  (Okla.) 
World,  for  May  25,  was  devoted  to  the 
local  Shriners,  who  edited  it  in  part  and 
who  solicited  the  advertising.  It  con¬ 
sisted  of  108  pages,  and  the  advertising 
revenue  was  contributed  to  defray  the 
expenses  of  the  Tulsa  Shriners  to  the 
June  meeting  in  Indianapolis  of  the  Im¬ 
perial  Council. 


Small  Moves  to  Buffalo 

Rukf.slo.  N.  A’.,  June  2. — The  adver¬ 
tising  of  the  Hession  Tiller  &  Tractor 
Corporation  has  been  placed  in  charge 
of  S.  H.  Small,  late  advertising  mana¬ 
ger  of  the  L.  .A.  A’oung  Industries,  Inc., 
Detroit. 


Bland  with  Butler  Brothers 
Chic.xgo.  June  3. — E.  \\ .  Bland  has 
joined  the  advertising  department  staff 
of  Butler  Brothers.  He  was  formerly 
with  Swift  &  Co. 


WHY  THE  TRIBUNE  IS  SO  NEWSY 
THESE  DAYS 

Hood  Macfarland,  new  head  of  the 
New  A'ork  Tribune’s  city  desk,  has  a 
record  of  27  years  in  active  newspaper 
service.  He  started  as  a  reporter  with 
the  Philadelphia  Public  Ledger  in  1892, 
and  among  his  other  jobs  since  then 
has  been  night  city  editor  of  the  Phila¬ 
delphia  Morning  Times,  night  city  editor 


of  the  Philadelphia  North  .American, 
city  editor  of  the  Philadelphia  Evening 
Times,  and  head  of  copy  desk  and  tele¬ 
graph  editor  of  the  New  A'ork  .Ameri¬ 
can.  He  has  been  on  the  New  A’ork 
Tribune  since  1916. 

Called  in  as  city  editor  to  organize  the 
Philadelphia  Evening  Times  by  Frank  A. 
Munsey,  its  owner.  Mr.  Macfarland 
found  the  alleged  sleepy  city  a  “stop¬ 
over”  for  news  gatherers  and  writers 
headed  for  New  A'ork.  In  five  years 
he  had  all  the  Philadelphia  papers  bid¬ 
ding  for  newspaper  men  with  reputa¬ 
tions  in  the  East,  West,  North  and 
South. 

“Mac,”  as  most  all  know  him  now, 
went  to  the  Tribune  from  the  .American 
as  a  copy  reader,  and  in  a  very  short 
time  he  was  “discovered."  Thereafter 
he  was  used  as  emergency  man  for  any 
desk  where  a  vacancy  occurred.  In  1917 
he  succeeded  “Larry”  Sloan  as  night 
tity  editor  and  in  October,  1918,  moved 
over  to  the  big  city  desk.  How  well  he 
has  reorganized  the  staff  can  be  noted 
with  little  trouble  by  referring  to  the 
sort  of  local  stories  the  Tribune  is  print¬ 
ing  these  days. 


Seattle  Will  Advertise 
Se.xttle,  Wash.,  May  30. — The  Cham¬ 
ber  of  Commerce  of  this  city  is  con¬ 
templating  an  extensive  city  advertising 
campaign.  Plans  are  in  charge  of  Frank 
C.  Doig,  a  well-known  newspaper  man, 
who  has  been  appointed  publicity  direc¬ 
tor. 


r 


i._ 


I 


L 


Editor  "&  ^utrliahe-r  for  f  ttikr  ‘ 


17 


A.  N.  A.  DATA  SERVICE 


Estimate  for  This  Year  Is  for  Nearly 
5,000  Requests 

The  other  columns  of  Editor  &  Pub¬ 
lisher  last  week  stole  so  much  of 
my  thunder  that  there  is  little  more  that 
can  be  written  about  the  recent  meet¬ 
ing  in  Cleveland,  or  about  the  headquar¬ 


ters  office  organization  and  service.  Per¬ 
haps,  however,  the  charts  shown  here 
will  be  of  interest.  The  first  chart 
shows  the  progress  that  has  been  made 
in  the  General  Data  Department  service 
during  and  since  1915-1916.  The  chart 
of  the  Publicatron 
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service  shows  the  increase  in  member¬ 
ship  demand  during  and  since  1916-1917. 

.\s  will  be  seen  from  both  charts,  the 
estimate  this  year  is  for  nearly  5,000 
requests  for  information.  If  there  is 
any  other  body  of  a  membership  of  less 
than  300  which  receives  so  many  re¬ 
quests  for  data,  in  addition  to  carrying 
on  a  very  great  and  strenuous  general 
activity  of  standardization  and  protec¬ 
tion,  I  would  like  to  he  informed.  Up 
to  the  present  I  have  not  heard  of  any 
such  body. 


ANOTHER  CASE  OF  WASTE 

L.AST  week  mention  was  made  of  the 
waste  of  energy,  brains  and  paper 
in  futile  endeavors  to  reach  buyers  of 
advertising  space,  material  and  service 
at  their  general  meetings.  It  is,  of 
course,  the  function  of  the  advertising 
man  to  reach  his  public  in  the  mass. 

When  he  does  so  on  what  is  some¬ 
times  called  the  similarity  of  presenta¬ 


tion  basis — in  other  words,  when  the 
presentation  of  his  proposition  fits  in 
with  a  correct  estimate  of  mass  psy¬ 
chology — he  is  likely  to  be  right.  Hut 
when  he  attempts  to  reach  men  in  a 
mass  who  must  necessarily  think  of  his 
proiiosition  from  many  different  points 
of  view — in  fact,  as  many  points  of  view 
as  there  arc  men  and  businesses — he 
may  think  he  is  a  good  advertising  man ; 
whereas,  in  fact,  he  is  a  mighty  poor 
salesman. 

There  was  once  a  salesman  of  a  cer¬ 
tain  medium  who  tried  to  reach  his  audi¬ 
ence  among  A.  N.  men,  not  by  seek¬ 
ing  to  talk  to  them  in  a  meeting,  but  by 
addressing  individual  letters  to  them 
when  attending  a  convention.  I  can 
well  remember  the  hotel  mail  clerk 
handing  a  great  pile  of  fairly  expensive, 
first-class  postage  communications  to 
me  with  a  rueful  look  and  an  apologetic 
air,  and  the  dubious  inquiry,  “Do  you 
want  these,  Mr.  Sullivan?” 

Not  one  man  “bit.” 

The  letters  were  taken  into  the  meet¬ 
ing  room,  and  the  men  were  advised 
they  would  be  laid  on  the  table  for  them 
to  take  away.  .Although  they  were  not 
exactly  an  ornament  to  the  platform 
table,  the  letters  were  allowed  to  re¬ 
main  there,  and  especially  because  no 
man  attending  the  meeting  attempted  to 
interfere  with  their  staying  there. 

In  fact,  every  man  seemed  to  be  per¬ 
fectly  content  that  the  important  com¬ 
munication  addressed  to  him  should  not 
reach  him. 

.At  the  end  of  the  three  days'  session, 
there  were  as  many  letters  in  tne  pile 
as  on  the  first  day.  They  were  then, 
because  anyone  connected  with  the  A. 
N.  .A.  has  a  Very  great  respect  for  the 
mails,  since  .A.  N.  .A.  men  use  them  so 
prolificly,  carefully  taken  back  to  the 
hotel  mail  clerk,  who,  with  much  con¬ 
sideration  in  his  voice,  said  that  he 
would  see  that  they  were  given  back  to 
the  post  office  authorities  as  undeliv¬ 
ered  mail.  There  was  probably,  at  a 
conservative  estimate,  an  expenditure  of 
$1(X).00  involved  or  wasted. 

Moral  :  Don’t  worry  a  man  with 
your  business  when  he  is  away  from 
his  office  at  a  convention,  or  in  his  club, 
unless  he  invites  you. 


CO-OPERATION  WITH  GOVERN- 
MENT  AND  WELFARE  INTERESTS 

The  -A.  N.  .A.  figured  so  prominently 
in  bringing  about  the  establishment 
of  the  Division  of  .Advertising  of  the 
Committee  on  Public  Information  in 
connection  with  the  advertising  needs 
of  the  government  during  the  war  that, 
since  the  armistice  was  signed  a  great 
many  requests  have  come  into  the  .A. 
N.  .A.  headquarters  office  that  it  should 
try  and  induce  the  members  of  the  As¬ 
sociation  to  give  advertising  space  free, 
gratis,  and  for  nothing. 

To  all  such  requests  the  association 
has  taken  a  consistent  attitude — that  of 
refusal  to  interfere  with  the  individual 
conduct  of  membership  businesses.  .Ad¬ 
vice  and  guidance,  however,  have  never 
been  refused. 

This  matter  of  co-operation  with  gov¬ 


ernment  and  welfare  interests  came  to 
the  attention  of  the  membership  repre¬ 
sentatives  at  the  Cleveland  meeting,  and 
it  was  decided  to  have  a  committee  ap¬ 
pointed  to  pass  upon  all  requests  for  co¬ 
operation. 

Full  particulars  will  be  sent  to  this 
committee  from  the  headquarters  office 
and  action  will  be  taken  only  as  recom¬ 
mended  by  the  committee. 


DIFFERENCES  BETWEEN  TWO 
CLEVELAND  MEETINGS 

WRITING  in  advance  of  the  recent 
Cleveland  meeting,  I  said  that  it 
would  be  interesting  after  the  meeting 
to  make  a  comparison  between  the  pro¬ 
gram,  etc.,  and  the  program  of  the  last 
Cleveland  meeting,  which  was  held  in 
March,  1915. 

I  find  one  item  that  will  be  of  in¬ 
terest  to  publishers  mentioned  in  the 
1915  program— the  Circulation  .Audit 
Committee’s  report,  which  was  a  report 
on  the  progress  of  work  of  certified, 
standardized  circulation  audits,  the  fu¬ 
ture  development  of  the  movement,  and 
how  members  could  co-operate  to  their 
own  material  advantage. 

The  audit  movement  at  that  time  was 
in  an  anticipatory  condition.  Much  pio¬ 
neer  work  had  been  done  and  the  work 
of  the  .Audit  Bureau  of  Circulations  was 
really  getting  into  shape.  There  was 
not  a  large  degree  of  definitiveness. 
There  may  have  been  a  good  deal  of 
hopefulness,  but  there  was  also  a  good 
deal  of  “sitting  on  the  fence.” 

Today  it  can  be  said  that  so  far  as 
the  A.  N.  .A.  is  concerned  there  is  no 
“sitting  on  the  fence.”  The  .A.  H.  C. 
has  made  good,  and  is,  without  ques¬ 
tion,  the  outstanding  operating  factor 
in  the  circulation  audit  movement.  The 
-A.  N.  .A.  has  finally,  as  already  an¬ 
nounced,  abandoned  its  own  plan  of  au¬ 
diting  and  is  throwing  all  its  weight 
to  the  A.  B.  C. 

It  is  safe  to  predict  that  the  next  year 
will  see  a  very  considerable  advance 
both  in  extending  and  intensifying  the 
movement. 


OTHER  PROGRAM  ITEMS 

Among  matters  discussed  at  the 
1915  meeting  were  quite  a  few  sub¬ 
jects  that  could  only  be  called  technical, 
h'or  instance,  whether  an  advertiser 
would  get  better  results  from  the  use  of 
full  pages  or  quarter  pages ;  whether  it 
would  pay  national  advertisers  to  divert 
a  considerable  part  of  their  national 
publication  expenditure  into  the  news- 
I)aper  field :  the  advertising  value  of 
evening  papers  as  compared  to  that  of 
morning  newspapers;  the  standardiza¬ 
tion  of  sizes  of  magazines  and  weekly 
periodicals;  the  simplifying  of  the  basis 
for  billing  advertising;  subscription 
clulibing. 

Nothing  approaching  these  subjects 
was  discussed  at  the  recent  Cleveland 
meeting.  .And  it  is  the  opinion  of  quite 
a  few  men  in  the  association  that  it 
would  be  impossible  to  hold  a  meeting 
together  today  if  these  well-worn  sub¬ 
jects  were  brought  forward  for  dis¬ 
cussion. 


.A.  N.  .A.  men  today  discuss,  when 
they  do  di.scuss,  technical  problems  in 
an  objective  rather  than  in  a  sulijeciivc 
manner.  In  other  words,  wlien  they 
discuss  them,  they  do  not  talk  as  if  they 
were  sitting  at  a  desk,  but  as  if  they 
were  actually  in  the  presence  of  the 
prospect  to  whom  they  had  to  sell  their 
goods.  Instead  of  being  content  to  play 
in  his  own  yard — and  a  very  circum¬ 
scribed  yard  at  that— the  men  who  are 
today  handling  the  advertising  of  these 
big  companies  are  living  in  the  field  in 
which  the  sales  are  made. 

1  hat  new  spirit  was  essentially  char¬ 
acteristic  of  the  Cleveland  meeting. 
These  men  were  marlcctiiig  men,  not  ad¬ 
vertising  men  only.  .And  there  was  a 
corresponding  impatience  with  purely 
technical  matters  unless  there  could  be 
expressed  a  definite  relationship  between 
the  technique  and  the  sale. 


MAKING  DATA  FROM  NEWSPAPERS 

At  the  risk  of  being  accused  of  ad¬ 
vertising  the  Chicago  Tribune,  but 
as  a  natural  seciuencc  to  all  that  has 
been  written  on  this  page  concerning 
the  interest  of  newspapers  in  selling 
their  markets  and  not  their  circulation 
only,  I  should  make  mention  of  “The 
Chicago  Tribune’s  1919  Book  of  Facts 
on  Markets  and  Merchandising”  just 
issued. 

To  attempt  to  review  this  work  at 
length  would  be  quite  a  job  and  would 
require  a  good  deal  of  space.  It  has 
a  good  deal  of  the  kind  of  data  that, 
in  my  opinion  at  least,  national  adver¬ 
tisers  want. 

They  want  these  facts  because  they 
are  primarily  interested  in  markets,  not 
in  mediums. 

The  work  goes  farther  than  the  mere 
presentation  of  physical  data  and  will 
be  worth  while  the  study  of  newspaper 
publishers.  Perhaps  the  criticism  may 
be  allowed  that  there  is  a  little  too 
much  about  the  Chicago  Tribune  in  it, 
and  I  suggest  that,  generally  speaking, 
the  best  kind  of  advertising  is  that 
which  is  not  too  obvious. 

-A  good  proposition  does  not  have  to 
splash  itself  all  over  everything  in  order 
to  he  accepted. 


WILLI.S  E.  BLODGETT  has  been 
appointed  advertising  manager  of 
the  .Autocar  Company,  .Ardmore,  Pa., 
and  will  serve  as  his  company’s  repre¬ 
sentative  in  the  .A.  N.  .A. 


JD.  CH.APPFXL  has  resigned  from 
•  Henry  Lindenmeyr  &  Son,  New 
A’ork,  to  become  assistant  sales  man¬ 
ager  of  the  General  Ordnance  Company. 


The  Ralston  Purina  Company,  St. 

Louis,  has  just  been  elected  to 
membership  in  the  association.  Edward 
T.  Hall,  secretary,  is  the  accredited  A. 
N.  ,A.  representative. 

HM.  DOBSON  has  been  appointed 
•  advertising  manager  of  Whitaker- 
Glessner  Company  in  place  of  J.  L. 
Grimes. 
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VALUE  OF  VICTORY-INTERNATIONAL  NUMRER* 
ACCLAIMED  BY  LEADING  NEWSPAPERMEN 

Letters  of  Congratulation  to  EDITOR  and  PUBLISHER  Indicate  Hearty  Appreciation  of 
Effort  in  Interest  of  a  Closer  Relationship  of  the  Newspapers  of  Allied  Nations — 
Hailed  as  Epoch-Making  Achievement  in  Trade  Journalism. 


The  Victory- International  Num- 
l>er  of  Editor  &  Publisher, 
issued  May  22,  has  made  a  pro¬ 
found  impression  upon  the  minds  of 
American  newspajK-'mien  and  leaders 
in  the  advertising  field.  Every  day 
since  the  publication  of  this  record¬ 
making  number  letters  have  come  to 
this  office  e.xpressing  not  merely  ad¬ 
miration  for  the  issue  as  a  work  of 
art  but  of  the  vast  array  of  informa¬ 
tion  it  contained  in  regard  to  the  press 
of  the  -Allied  countries. 

These  voluntary  expressions  from 
men  who  count  large  in  the  formula¬ 
tion  of  .\merican  public  c^inion  show, 
also,  a  general  and  cordial  approval 
of  the  theme  and  purpose  of  the  Vic¬ 
tory-International  Number.  That  the 
time  is  at  hand  for  a  closer  union  of 
the  free  press  of  the  world,  for  a  l>et- 
ter  mutual  understanding  between  the 
men  of  the  free  nations  who  mould 
opinion,  is  indicated  by  the  attitude  of 
those  who  have  been  kind  enough  to 
favor  us  with  their  appreciation  of  the 
work  thus  inaugurated  for  world  bet¬ 
terment. 

Because  of  their  public  interest  e.x- 
tracts  from  some  of  these  letters  are 
presented  herewith: 

Ex-Senator  Lafayette  Younfc,  Pub¬ 
lisher  Des  Moines  Capital: 

“I  am  in  receipt  of  the  Editor  &  Pub¬ 
lisher  of  May  22.  Because  of  its  beauty 
and  on  account  of  the  interesting  matter 
contained  in  it,  I  feel  impelled  to  write 
you  this  letter  of  congratulation.  It  is 
surely  a  wonderftil  publication.  I  have 
seen  nothing  like  it  for  a  generation. 
You  have  exercised  wonderful  talent 
and  exquisite  taste.  Success  to  you !" 

Walter  Williams,  President  Press  Con¬ 
gress  of  the  World: 

“Permit  me  to  congratulate  you.  and 
the  other  members  of  your  staff,  upon 
the  admirable  international  number  of 
the  Editor  &  Publisher.  It  should,  and 
I  confidently  believe  it  will  be,  of  far- 
reaching  service  to  journalism,  and 
through  journalism  to  humanity.” 

Roy  G.  Watson.  President-Publisher, 
Hootlon  Post: 

’“Your  May  twenty-second  issue  is  an 
inspiration ! 

“Certainly  there  is  nothing  which  can 
better  forward  the  understandings  of 
nations  than  would  the  juncture  of  the 
Press.  In  its  last  issue,  Editor  &  Pub¬ 
lisher  lifts  the  veil  and  permits  us  to 
glimpse  some  of  the  marvellous  possi¬ 
bilities  which  lie  before  us.  Too  much 
credit  cannot  be  given  to  you. 

“More  jiovver  to  you !” 

Frank  Presbrey,  President,  Frank  Pres- 
brey  Co.,  New  York: 

“I  want  to  offer  my  congratulations 
on  the  Foreign  Trade  Number  of  the 
Editor  &  Publisher,  which  you  pub¬ 
lished  last  week.  It  is  a  great  credit 
to  the  newspaper  and  advertising  busi¬ 
ness,  and  there  is  so  much  interesting 


matter  in  it  that  I  have  not  yet  begun 
to  get  through  it. 

“After  I  have  finally  finished  reading 
it,  I  intend  to  preserve  it  because  of  its 
worth — not  only  as  a  publication  but  for 
the  information  it  contains.” 

Louis  Wiley,  Business  Manager,  New 
York  Times: 

“The  international  number  of  Editor 
&  PiBLisHER  is  one  of  the  most  ambi¬ 
tious  and  successful  issues  of  a  news¬ 
paper  trade  publication  I  have  ever  seen. 

“1  congratulate  you  on  its  worldwide 
scope.  It  gives  a  comprehensive  view 
of  newspaper  activities  throughout  the 
world.  It  is  a  publication  worth  pre¬ 
serving.” 

A.  W.  Peterson,  President,  Inland  Daily 
Press  Association: 

“I  have  always  noticed  that  the  big¬ 
gest  things  happen  when  I  am  away. 
In  this  case  not  only  the  biggest  but 
the  best.  I'pon  my  return  I  find  your 
international  number  of  May  22  on  my 
desk.  It  is  a  wonderful  publication  from 
my  point  of  view.  Handsome,  interest- 
itig  and  enlightening  from  first  to  last. 
I  congratulate  you  heartily.  Courtesy, 
resourcefulness  and  originality  are  con¬ 
spicuous  throughout  the  publication.” 

Carl  Hunt,  Director  Extension  Divi¬ 
sion,  .Associated  .Advertising  Clubs  of 
World: 

“That  V'ictory  Issue  is  the  best  thing 
the  Editor  &  Pubi.isher  has  ever  done 
— and  that  is  saying  something.  Con¬ 
gratulations  !” 

Irving  K.  Stone,  President,  Duplex 
Printing  Press  Co.: 

“I  have  just  received  your  very  strik¬ 
ing,  and  not  only  striking  but  splendid, 
edition  of  the  22nd,  and  I  certainly  must 
congratulate  you  and  your  staff  upon 
getting  out  such  an  issue. 

“I  have  been  very  much  interested  in 
going  through  it  page  by  page.  Xo  won¬ 
der  you  have  lieen  so  exceedingly  busy 
and  required  additional  space  for  your 
offices,  getting  together  the  amount  of 
material  and  doing  the  work  which  is 
evidenced  in  this  number !” 

J.  E.  Pierce,  Editor,  Huntsville  (Ala.) 
Times: 

“Permit  us  to  congratulate  you  on  the 
handsome  success  of  your  special  num¬ 
ber,  “A’ictory.”  It  was  a  wonderful  and 
most  successful  effort.  The  whole 
newspa|)er  worbl  will  benefit  and  profit 
because  of  that  publication.  Words  are 
inadequate  with  which  to  express  full 
dppreciaiion  and  congratulations,  but  ac¬ 
cept,  please,  our  warmest  and  most  cor¬ 
dial  greetings.” 

Frank  P.  MacLennan,  Topeka  State 
Journal  and  Director,  Associated  Press: 

“Your  international  number.  May  22, 
was  simply  great.  With  you  I  am  proud 
of  it  and  its  valuable  contents.  The 
title  and  back  pages  are  classic  beauties.” 

Frank  S.  Neighbor,  Newark  (0.) 
American-T  ribune : 

“We  are  indeed  pleased  to  exchange 
greetings.  That  international  number 
was  a  pippin.  It  is  chock  full  of  good 
stuff  from  cover  to  cover,  and  shows 


quite  an  enthusiastic  effort.  Please  ac¬ 
cept  our  sincere  congratulations.  We 
enjoy  reading  Editor  &  Publisher." 

William  Johnston,  New  York  Sunday 
World: 

“Congratulations  on  your  wonderful 
international  number.  It  is  an  achieve¬ 
ment  of  inestimable  value  in  stimulating 
amity  among  English-speaking  nations. 

“It  is  also  such  an  interesting  and 
valuable  record  of  publishing  activities 
that  it  is  sure  to  be  preserved  for  ref¬ 
erence  by  every  intelligent  editor. 

“Personally  I  never  could  see,  anyhow, 
how  any  editor  could  consider  himself 
well  equipped  without  Editor  &  Pub¬ 
i.isher  every  week.” 

John  Talman,  Newspaper  Librarian, 
Minnesota  Historical  Society: 

“The  international  edition  of  Editor  & 
Publisher  is  easily  the  greatest  publica¬ 
tion  on  newspapers  that  ever  came  from 
the  press.  It  is  rich  in  historical  and 
biographical  material,  which  we  are  glad 
lo  have  in  our  library  for  permanent 
preservation.” 

Robert  E.  Hughes,  Louisville  Courier- 
Journal: 

“Congratulations  on  V’ictory  edition. 
It’s  a  corker!” 

T.  H.  Moore,  Associate  Director, 
Bureau  of  Advertising,  A.  N.  P.  A.: 

“.Anyone  in  our  profession  who  does 
not  stop  to  congratulate  you  on  the  won¬ 
derful  international  number  of  Editor  & 
Publisher,  just  issued,  is  committing 
a  distinct  social  error. 

“I  think  without  question  that  this 
number  is  the  high  water  mark  in  your 
achievements,  and  you  have  some  splen¬ 
did  milestones  behind  you. 

“Editor  &  Publisher  was  great  na¬ 
tionally — you  have  made  it  great  inter¬ 
nationally.” 

John  T.  Toler,  Atlanta  Constitntion : 

“I  am  in  receipt  of  copy  of  your  in¬ 
ternational  number.  I  looked  through 
it  carefully  and  as  soon  as  I  was  through 
with  it  I  delivered  it  into  the  hands  of 
Clark  Howell  with  your  compliments. 
The  edition  is  certainly  a  creditable  one 
and  you  and  your  staff  deserve  credit 
and  praise  for  not  only  this  special  num¬ 
ber  but  on  account  of  your  regular  is¬ 
sues.  A’ou  are  doing  a  great  work  and 
getting  out  a  great  paper.” 

E.  S.  Dobson,  Newark  (N.  J.)  Ledger: 

“I  want  to  compliment  you  on  the  ab¬ 
solute  ‘class’  of  your  recent  interna¬ 
tional  edition.  It  is  the  finest  thing  I 
ever  saw,  or  that  has  ever  been  attempt¬ 
ed  by  any  publisher  that  has  come  to  my 
notice  during  my  long  years  of  news¬ 
paper  work,  and  too  much  cannot  be 
said  for  the  enterprise  of  the  organiza- 
tioti  that  made  such  an  effort  the  suc¬ 
cess  that  I  feel  sure  it  must  have  been. 
The  thanks  of  newspaperdom  should  be 
yours.  My  hat’s  off  to  you.” 

William  B.  Bryant,  Paterson  Press- 
Guardian: 

“That  wonderful  copy  of  the  interna¬ 
tional  number  of  Editor  &  Publisher 
came  to  my  desk  this  morning,  and  I 
cannot  help  but  write  you  this  little  note 
of  congratulation.  It  not  only  shows 


broad  vision  in  its  conception,  but  proves 
the  perfection  of  your  great  organiza¬ 
tion.  It  is  one  of  the  most  complete  and 
interesting  publications  ever  gotten  to¬ 
gether.” 

Val  Fisher,  London  (England)  AdveD 
tising  World  (Now  in  America): 

“Please  accept  my  heartiest  congratu¬ 
lations  on  the  very  fine  number  of  Edi¬ 
tor  &  Publisher  you  got  out.  Enjoyed  j 
it  thoroughly  and  commend  your  en- : 
terprise.” 

C.  O.  Monroe,  South  Haven  (Mich.)  ; 
Tribune: 

“We  do  not  recall  missing  a  copy  since 
we  have  been  subscribers,  and  there  is  ■ 
hardly  an  issue  that  we  have  failed  to 
read  from  cover  to  cover,  always  in- : 
eluding  the  advertisements  on  the  covers.  ; 

“We  have  as  yet  only  been  able  to  ! 
glance  through  the  international  number, 
but  hope  to  take  time  to  read  it  as  care- 
fully  as  the  regular  issues — more  so,  if 
such  a  thing  be  possible — as  it  will  be 
well  worth  it.  It  is  a  great  achievement, 
and  should  go  far  in  promoting  a  closer 
understanding  between  the  newspaper¬ 
men  of  the  great  English-speaking  na¬ 
tions.” 

Osman  C.  Hooper,  Columbus,  0.: 

“I  wish  to  congratulate  you  on  your  ; 
international  number.  You  have  pre-  ' 
sented  the  highest  possible  ideal  of  jour-  »  | 
nalism’  and  have  struck  a  mighty  blow  - 
for  the  League  of  Nations.  When  we  a  ' 
get  your  idea  of  the  function  of  a  news-  I ; 
paper,  we  who  are  in  the  business  will  ■ 
be  better  workers  and  better  men  and  i 
women.”  « 

f 

John  M.  Henry,  Council  Bluffs  (Iowa)  ^ 
Nonpariel: 

“Congratulations  on  your  Victory  edi-  i' 
tion.  It  was  like  the  Editor  &  Pub-  ^ 
i.isHER  to  put  out  such  a  volume.”  | 

G.  A.  Wiedemann,  Philadelphia  Eve-  I 
ning  Bulletin:  f 

“I  congratulate  you  on  the  very  won-  • 
derful  international  edition  of  Editor  &  . 
Publisher." 

S.  Blake  Willsden,  Chicago,  Ill.: 

“I  want  to  compliment  you  sincerely  > 
on  this  wonderful  production.  It  cer¬ 
tainly  is  great  and  you  deserve  success 
after  producing  a  wonderful  edition  such 
as  this  number.” 

James  McKeman,  New  York  World:  j 

“.A  copy  of  the  A'ictory  edition  of 
Editor  &  Publisher  has  reached  my 
desk  and  I  wish  to  congratulate  you  on 
your  wonderful  achievement.  No  news¬ 
paperman.  no  matter  what  field  he  may 
be  in,  can  afford  to  go  without  Editor  & 
Publisher,  and,  judging  from  my  ob¬ 
servation,  there  are  very  few  of  them 
that  do.” 

J.  C.  Ross,  Business  Representative  in 
Montreal  of  Toronto  Globe: 

“Permit  me  to  extend  my  heartiest 
congratulations  on  the  success  of  your 
special  issue  of  the  22nd.  It  is  a  most 
creditable  production  and  is  full  of  in-  j 
teresting  matter  regarding  the  world’s 
big  papers  and  the  men  at  the  head  of 
them.” 

(Continued  on  Page  38.) 
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America's  vital  and  aggressive  newspapers 
— the  papers  that  are  most  successfully 
meeting  the  modern  ‘after  the  war’  news 
standards  of  the  people — the  papers  that 
offer  their  readers  each  day  a  clear  cut  re¬ 
flection  of  hiunan  activities  around  the 
world — interpretating  great  movements — 
defining  new  problems — the  papers  that  are 
making  each  issue  one  of  compelling  in¬ 
terest — are  receiving  their  news  service 
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Editor  &  Publisher  for  June  5,  1919 


DECLARES  ORGANIZATION  IS  NEEDED 
AMONG  EDITORIAL  WORKERS 

Dr.  Bleyer  Makes  Four  Recommendations  for  Advancement  of 
Profession — Women’s  Place  in  U.  S.  Journalism — 
Problems  Happily  Worked  out  in  Australia. 

Chicago,  June  2. — “There  are  four  things  that  must  be  dbne  to 
materially  advance  the  newspaper  profession  in  the  United  States,”  de¬ 
clared  Dr.  Willard  G.  Bleyer,  dcin  of  the  department  of  journalism 
at  the  University  of  Wisconsin,  to  the  gathering  of  newspaper  men  who  at¬ 
tended  the  recent  annual  dinner  of  the  late  National  Association  of  City 
Editors  in  this  ciy. 

“First,  ever)’  worker  should  take  a  personal  pride  in  it  and  discard  the 
‘game’  idea.  Eurojwans  say  that  American  newspapermen  lack  the  dignity 
of  their  own  ‘journalists,’  but  surely  we  have  ju.st  as  great  and  abiding  a 
senSc  of  the  responsibility  of  the  great  work  we  are  doing  day  by  day.” 

Organization  Is  deeded  Badly 

“Moral  character  must  be  sustained  \vt  man  really  a  newspaper  woman?’ 
as  a  patriotic  as  well  as  a  personal  duty.  Show  me  a  newspaper  Woman  who  is 
“Then  too,  every  newspaper  worker  constantly  obsessed  with  self-conscious- 
should  hold  membership  in  some  or-  ness  of  her  sex  or  who  is  always  timor- 
ganization  for  the  advancement  of  his  ously  wondering  whether  her  stories 
work.  He  should  be  as  proud  of  his  will  prove  acceptable  as  written  to  her 
membership  in  such  a  body  as  the  aver-  city  editor,  and  I’ll  tell  you  that  she  isn’t 


age  workman  is  of  his  union  card, 
“lastly,  every  newspaper  should  sub- 


a  genuine  newspaper  woman  at  all.  It 
is  the  girl’s  general  manner,  her  poise 


scribe  to  .<ome  paper  devoted  to  his  own  and  personality  which  count  most  for 


professional  interests. 

.Almost  Wholly  Unorganized 
“It  is  a  significant  fact  that  ours  is 


her  success  in  this  sort  of  work.  Real 
newspaper  women  are  born,  not  made, 
which  isn't  either  a  platitude  or  a 


the  Sole  one  of  the  .great  professions  of  sophistry,  but  a  literal  fact. 


where  tragedy  stalks — death,  murder, 
suicide — and  nine  times  out  of  ten  she 
will  come  away  with  plenty  of  colorful 
material  and  a  photo  or  two  tucked 
under  her  arm. 

“A  clever  woman  reporter,  and  par¬ 
ticularly  if  she  possesses  a  pleasing  per¬ 
sonality,  can  successfully  interview  ‘big’ 
men  or  women  whose  utterances  are  of 
interest  to  the  general  public,  even 
though  these  same  people  are  difficult 
for  men  reporters  to  manage.  It  is  in¬ 
stinctive  for  a  woman  to  understand 
children,  hence  she,  better  than  the  aver¬ 
age  man,  can  write  touching  stories 
about  them.  Everyone  knows  that  to 
paint  a  babe  into  a  word  picture  gives 
an  added  touch  of  interest. 

Keenly  Observant 

“Women  are  keenly  observant.  A 
woman  reporter  interviewing  a  mur¬ 
deress,  for  instance — some  one  for  the 
time  being  in  the  light  of  publicity — 
notices  that  she  is  wearing  a  blue 
gabardine  skirt,  a  white  Georgette  crepe 
waist  embroidered  in  pale  blue  and  coral 
beads,  colonial  pumps,  and  that  her  slim 
tapering  fingers  are  adorned  with  two 
rings,  an  old  cameo  and  a  sapphire,  out¬ 
lined  in  diamonds.  So,  in  her  story,  she 
devotes  a  descriptive  paragraph  or  two 
to  the  woman’s  costume. 

“It  is  a  touch  which  adds  tremendous¬ 
ly  to  the  interest  of  the  story  insofar  as 
the  thousands  of  women  readers  are 
concerned.  .And,  after  all,  newspapers 
must  consider  the  likes  and  dislikes  of 
its  women  readers.  Some  statisticians 


the  world  which  remains  to-day  almost 
wholly  unorganized.  Even  every  other 


Women  in  Journalism 
“Like  Caesar  s])eaking  of  Gaul,  I 


interests. 

“Doctors  take  pride  in  the  fact  that 


ethics  of  their  profession. 

“The  law  fraternity  has  its  bar  asso- 


simultaneously  a  practical  printer. 
Truly  a  Profession 

“.A  profession,  on  the  other  hand,  im 


have  figured  out  that  90  per  cent  of  the 
buyers  of  the  nation  are  women.  “Ad¬ 
vertisements,  which  are  the  life  blood  of 
the  paper,  are  read  by  the  women  and 
the  advertisers  are  patronized  by  them. 
Why  should  not  the  reading  matter  of 
the  newspaper  be  handled  in  a  way  that 
will  particularly  appeal  to  all  those  buy¬ 
ing-readers  ? 

“Women  reporters  are  disarming. 
They  do  not  put  one  so  much  on  guard 
as  a  man  interviewer  might,  and  very 
often  people  ‘come  through’  with  more 
‘hot  stuff’  than  they  would  if  an  alert-  j 
eyed,  sharp-eared  man  reporter  were  do-  | 
ing  the  news  gathering.  ] 

■‘Women  have  been  accused  of  using  ; 
‘sex  lure’  to  get  desired  materials  for 
their  newspapers.  Why  not?  If  a  well- 
directed  smile  or  two  can  gain  the 
sought- for  story,  why  not  employ  them? 
Men  who  have  ‘a  way  w-id  ‘em’  are 
called  ‘magnetic,’  and  people  say  that 
they  owe  their  success  to  ‘personality.’ 
But  a  woman’s  personality  is  called  by 
the  less  attractive  and  more  suggestive 
name  of  ‘sex  lure.’ 

Few  in  Executive  Work 

“The  executive  branch  of  newspaper 
work  is  perhaps  the  most  difficult  of  all 
for  the  average  newspaper  woman  to 
handle,  but  that,  I  believe,  is  because  the 
powers  higher  up  are  so  reluctant  to 
give  a  woman  an  opportunity  to  show 
what  she  could  do  in  such  positions. 
The  youngest  cub  reporter  would  wil¬ 
fully  scorn  to  receive  assignments  from 
(Continued  on  Page  37.) 


branch  of  newspaper  activity  now  is  should  say  that  all  newspaper  women 
strongly  entrenched  and  able  to  protect  may  be  roughly  divided  into  three  vari- 
its  own  interests  through  associations —  eties:  (1)  those  handling  space  news  and 
true  in  the  case  of  the  publishers,  the  features,  (2)  those  doing  society  notes, 
advertising  managers,  the  circulation  Sunday  features,  advice  to  the  love-lorn, 
managers,  the  publishers’  representa-  etc.,  and  (3)  those  who  have  undertaken 
tives,  the  free  lance  writers,  the  country  newspaper  work  because  they  heard 
editors  and  the  suburban  newspaper  somewhere  that  it  ‘is  just  too  fascinating 


--extra!  Extra!  $50  a  copy! 


for  words.’ 

“There  are  in  every  newspaper  office 


they  arc  organized  into  national,  state  a  certain  number  of  women  who,  by 
and  local  bodies  without  lowering  the  reason  of  one  or  another  sort  of  influ¬ 


ence,  hold  their  positions  as  sinecures — 
who  unconsciously  have  deprived  the 


ciatioiis  and  local  clubs.  .  .  .  What  the  world  of  better  nurse-girls,  housewives, 
English  and  .Australian  journalists  have  stenographers  and  governesses  than  they 
done  toward  organizing — unionizing,  if  ever  will  be  newspaper  women.  It  is 
you  choose — their  profession,  we  .Amer-  women  of  that  hap-hazard,  lackadaisical 
ican  newspapermen  can  do  just  as  ef-  type  who  will  pull  down  the  reputation 
fcciually.  We  need  to  do  that  soon.  .  .  .’’  of  thtir  sex  as  a  whole  in  the  profession. 

Dr.  Bleyer  indicated  the  essential  dif-  “It  is  they,  more  than  anything  else, 
ferences  between  a  trade  and  a  profes-  which  has  in  the  past  and  still  does  pre- 
sion.  “The  former,”  he  stated,  “is  judice  so  many  city  editors  against  hav- 
learned  almost  entirely  through  one’s  >ng  women  on  their  staffs.  They  never 
own  experience  and,  considered  in  that  know  nor  will  learn  how  to  write  real 
light,  newspaper  work  really  was  a  trade  news  copy,  nor  seem  capable  of  develop- 
in  Colonial  times  when  every  editor  was  ing  a  sense  of  news  value. 


“The  second  group  of  women  workers 
— those  who  handle  club  and  society 
news — are  important,  I  suppose,  but 


plies  knowledge  based  on  the  experience  their  work  is  necessarily  uninteresting, 
of  otlicrs  than  vourself.  It  implies  a  unexciting,  and  surely  they  must  indulge 
different  personal  attitude  from  that  '«  it  because  they  like  it.  Personally  I 
of  the  worker  in  a  trade;  means  look-  always  have  been  tempted  to  regard 
ing  at  one’s  work  from  within ;  never  is  them  as  martyrs  to  the  cause.  ,  .  . 


to  be  practiced  by  mere  rule  of  thumb, 
as  is  the  case  with  every  real  trade. 


Croups  of  Women  Writers 
“.And  finally  there  are  the  ‘regulars,’ — 


Hence,  I  think,  we  may  best  term  news-  the  girls  who  really  are  news-women, 
paper  work  a  profession  just  as  truly  as  They  are  the  sort  who  are  instinctively 
any  other  line  of  work  now  recognized  as  well  equipped  to  handle  any  sort  of 
as  such.  ...  •  assignment,  with  the  possible  exception 

“The  future  of  this  country  depends  of  the  police  run,  as  any  man  on  the 
directly  upon  the  development  of  the  staff.  They  have  a  semi-masculine 
country’s  newspapers,  both  large  and  mind ;  a  masculine  outlook  on  life.  They 
small  .  .  .  .”  know  that  they  cannot  afford  and  have 

Miss  Carol  Bird,  for  nearly  ten  years  no  wish  to  be  prudish.  They  cultivate  a 
past  a  iiewswoman  and  feature  writer  sense  of  humor ;  know  how  to  be  mascu- 
and  now  connected  with  the  Detroit  linely  concise  when  they  speak  and  when 
Free  Press,  spoke  on  “What  Newspaper  they  write. 

Work  Is  a  Woman  Best  Fitted  For?”  “.A  woman’s  sex  peculiarly  fits  her  to 
“Perhaps,”  she  stated,  “I  should  para-  handle  certain  stories.  A  tactful,  sympa- 
phrase  my  subject  by  asking  ‘when  is  a  thetic  woman  reporter  can  enter  homes 


In  Belgium  during  the  first  days  of  the 
war,  eopies  of  London  newspapers  sold 
for  as  high  as  $30  apiece! 

Why? — Because  people  must  have 


In  all  the  world  what  other  medium 
could  sell  for  $50  a  copy? 

The  daily  newspaper  is  the  only  adver¬ 
tising  medium  to  the  consumer  which 
is  an  absolute  necessity  to  modern  life. 

The  price  of  your  daily  paper  is  such 
as  to  permit  the  greatest  service  to  the 
greatest  number. 

It  is  a  privilege  to  be  able  to  capitalize 
such  a  necessity  in  advertising  your 
goods  exactly  in  localities  where  you 
have  distribution. 

Invest  in  newspaper  advertising. 


E.  Katz  Special  Advertising  Agency 

Established  1888 
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New  York 
Chicago 

Frfm  Printers'  Ink,  issue  of  February  6,  1919. 
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MORE  THAN  38.000  IN  USE 


9  TRADE 


LINOTYPE 


MARKP 


THE  MACHINE  THAT  LASTS 


The 

BOSTON  HERALD 

Orders  a  Second 
Model  20  Display 
LINOTYPE 


C -LINOTYPE— ) 


The  Boston  Herald  operates  a  .Model 
20  Display  Linot)-pe— producing  Display 
Composition  Direct  from  the  Keyboard  with 
"Straight  Matter”  speed  and  economy. 

Cm  4rywini  wufc  MmM  20~Writt  Ltitrimn 
MERCENTII  \IXR  UNOT^  f'E  CO..  New  York.  U.  S.  A. 


This  advertisement  appeared  shortly  after  the 
BOSTON  HER.ALD  installed  its  first 
Model  20  Display  Linotype 


After  only  three  months’’  experienee  with  its 
first  Model  20,  the  Boston  Herald  ordered  a 
seeond  Display  Linotype  because  it  realized  the 
time,  labor  and  money  saving  advantages  of  set¬ 
ting  display  “direct  from  the  Linotype  keyboard.” 

Next  to  Your  Own  Actual  Experience,  the  Experience  of  Others  is  the 
Best  Guide  in  Buying  a  Composing  Machine 

Mergenthaler  Linotype  Co.,  New  York,  U.  S.  A. 

CHICAGO  SAN  FRANCISCO  NEW  ORLEANS  Canadian  Linotype  Ltd.,  TORONTO 
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IN  MEMORY  OF  LIEUTENANT  WARDEN  McLEAN 


,  IN  MEMORY  ■ 

OF 

WARDEN  MCLEAN 

LIEUTENANT 

INFANTRY  RESERVE  CORPS 
U.  S.A.i. 

.  ^ 

THE  FIRST  OFFICER 
FROM  PHILADELPHIA  TO  LAY 
IiOWN  HIS  LIFE  AFTER  WAR 
WAS  DECLARED  ON  GERMANY. 

BORN  AUGUST  LI 8DO 
■>  .  KILLED  IN  LINE  OF  DUTY 
.  FORT  OGLETHORPE  GEORGIA 
JUNE  29.1917 


ERECTFD  BY  HIS  .\SSlECI.\Tfc:.S 
or  THE  BULl-ElIN 


LOVING  TRIBUTE  TO 
McLEAN’S  MEMORY 

Asi^ociateft  on  Philadelphia  Bulletin 

Place  Bronze  Tablet  in  Main  Corri* 
dor  to  Commemorate  Sacrifice 
of  Gallant  Officer. 

I’hil.mjelphia,  June  2. — Men  and 
women  employes  of  the  Philadelphia 
Evening  Bulletin  paid  tribute  on  Me¬ 
morial  Day  to  the  memory  of  Lieutenant 
Warden  McLean,  Officers’  Reserve 
Corps,  son  of  William  L.  McLean,  owner 
and  publisher  of  the  paper. 

Lieutenant  McLean  was  the  first  Phil¬ 
adelphia  ofiicer  to  die  in  performance  of 
his  duty  after  -America  entered  the  war 
against  Germany.  He  was  the  eldest 
of  three  sons  of  the  publisher  and  Asso¬ 
ciated  Press  director,  all  of  whom  en¬ 
tered  the  service,  one  becoming  a  major 
of  held  artillery  and  the  third  a  lieu¬ 
tenant  of  field  artillery.  All  were  con¬ 
nected  with  the  newspai)er. 

The  tribute  of  his  associates  of  the 
Bulletin  to  Lieutenant  McLean  took  the 
form  of  a  bronze  tablet,  which  was  un¬ 
veiled  upon  the  wall  of  the  main  cor¬ 
ridor  of  the  Bulletin  building,  northeast 
corner  of  City  Hall  Square,  Philadel¬ 
phia.  Impressively  simple  ceremonies, 
attended  by  the  entire  editorial,  business 
office  and  mechanical  staffs  of  the  news¬ 
paper  and  by  the  members  of  the  dead 
officer's  family,  marked  the  unveiling  of 
the  tablet  in  the  late  afternoon  of  Me¬ 
morial  Day. 

Those  invited  to  the  ceremony  assem¬ 
bled  in  tlie  corridor,  where  the  bronze 
memorial  was  concealed  by  a  silk  .Ameri¬ 
can  ffag.  Immediately  in  front  of  the 
tablet  a  small  altar  had  been  arranged, 
with  a  setting  of  palms  and  flowers,  and 
upoti  a  stand  covered  with  a  yellow  scarf 
were  red,  white  and  blue  flowers. 

The  service  was  opened  with  the  sing¬ 
ing  of  “Lead,  Kindly  Light”  by  a  quartet 
composed  of  Miss  Mary  E.  Jeffers,  Mrs. 
Lillian  Craig,  Joseph  E.  McGlynn  and 
Robert  Herman,  all  Bulletin  employes. 
An  eloquent  prayer  was  offered  by  the 
Rev.  \V .  Beatty  Jennings,  pastor  of  the 
I'irst  Presbyterian  Church  of  German¬ 
town,  Philadelphia,  of  which  church 
Lieutenant  McLeati  was  an  active  mem¬ 
ber  and  worker. 

Mr.  Craig'e  Eloquent  Tribute 

William  B.  Craig,  city  editor  of  the 
Bulletin,  as  master  of  ceremonies,  made 
the  presentation  speech.  He  said : 

“Mr  and  Mrs.  McLean,  members  and 
friends  of  their  family,  fellow-members 
of  the  Bulletin  organization ; 

“We  are  assembled  on  this  Memorial 
Day — the  day  that  the  nation  reconse¬ 
crates  itself  to  its  sacred  dead  and  this 
anniversary  of  a  deeper  significance  than 
any  of  its  hallowed  predecessors — to 
dedicate  a  tablet  to  the  memory  of  one 
of  our  associates. 

“He  was  the  first  Philadelphia  officer 
— the  first  Princeton  University  graduate 
— the  first  Bulletin  man— to  lay  down 
his  life  after  the  United  States  declared 
war  on  Germany. 

“He  was  one  of  us.  None  was  closer 
to  us  in  our  comradeship.  None  was 
more  highly  esteemed  among  us  for 
sterling  character  and  conscientious 
faithfulness  to  duty. 

“When  the  war  clouds  hovered,  he 
immediately  placed  himself  at  the  serv¬ 
ice  of  the  nation.  Happy  and  successful 
in  the  pursuits  of  peace,  and  with  a  busi¬ 
ness  career  of  great  honor  and  useful¬ 
ness  before  him,  he  set  these  all  aside. 
No  civilian  could  have  stepped  forward 
earlier.  .At  the  first  sign  of  trouble, 
eagerly  he  offered  himself  to  his  coun¬ 
try. 

“It  is  with  a  clutch  at  the  heartstrings 


that  most  of  us  think  of  his  death — so 
sudden,  so  unexpected,  so  tragic. 

“\\  c  picture  his  stalw  art  figure  riding 
amid  the  guns  and  cai.ssons  of  a  section 
of  field  artillery  in  far-off  Uhickmauga 
Park,  famous  as  a  battleground  of  the 
Civil  War.  and  we  wonder  what  distin¬ 
guished  military  honors  might  not  have 
rome  to  him  had  he,  in  the  enthusiasm 
of  his  early  manhood,  been  permitted  to 
go  forth  to  those  mighty  battlefields  that 
have  added  such  imperishable  glory  to 
the  record  of  .American  valor. 

“Here,  on  the  south  wall  of  the  pub¬ 
lication  office,  hangs  the  blue  silken 
standard  that  flew  over  the  officers’ 
training  camp  at  F'ort  Oglethorpe, 
named  after  him  by  our  Government  in 
honor  to  his  memory. 

“That  flag  and  that  incident  of  the 
naming  of  the  camp  for  him,  recalls  that 
men  who  were  his  superior  in  military 
rank  and  experience  held  him  in  esteem 
as  an  excellent  officer  and  a  splendid 
example,  morally,  physically  and  men¬ 
tally,  to  the  young  recruits  with  whom 
he  came  in  contact. 

“So  that  today,  when  we  dedicate  this 
tablet  to  his  memory,  we  pay,  after  all, 
only  a  slight  tribute  to  a  volunteer  sol¬ 
dier,  who  represented  in  high  degree  the 
best  spirit  of  patriotism  in  the  young 
men  of  this  community. 

“Mr.  and  Mrs.  McLean,  in  presenting 
this  tablet  as  the  gift  of  the  women  and 
men  of  the  Bulletin,  we  do  so  in  con¬ 
fidence  that  the  memory  of  your  son. 
Warden,  will  go  down  to  future  genera¬ 
tions  of  the  Bulletin  family,  a  thing  of 
honor  as  changeless  as  the  immutable 
bronze  of  which  this  simple  memorial 
panel  is  fashioned.” 

.As  Mr.  Craig  finished,  wee  five-year- 
old  Mary  Kiesel,  daughter  of  one  of  the 
employes,  pulled  the  cord,  drawing  aside 
the  flag  and  revealing  the  tablet,  a  bas- 
relief  with  Ionic  columns  on  either  side, 
as  shown  in  the  illustration. 


The  father  of  the  young  officer  ac¬ 
cepted  the  tablet.  He  was  deeply  moved 
by  the  tribute  and  at  times  his  voice  was 
barely  audible  to  those  farthest  away 
from  him.  He  said  : 

“In  receiving  your  impressive  tribute 
to  the  memory  of  my  son  and  this  per¬ 


manent  token  of  your  regard  for  him,  I 
am  more  than  ever  made  to  realize  how 
much  he  was  loved  by  all,  and  I  am 
deeply  moved  by  the  honor  you  do  him 
on  this  Memorial  Day. 

“You  have  erected,  indeed,  a  fitting 
and  beautiful  memorial  of  one  who  was 
among  the  first  to  make  the  supreme 
sacrifice  in  that  great  struggle  which  was 
the  means  of  calling  forth  so  much  of 
the  best  in  all  of  us. 

“From  every  departnjent  of  your  or¬ 
ganization  there  came  forward  patriotic 
young  men,  who  nobly  offered  their  all 
in  the  service  of  their  country,  some  of 
them  giving  up  their  lives,  and  I  feel 
that  our  record  is  one  of  which  all  of 
us  may  be  proud. 

“Mr.  Chairman  and  your  associates,  it 
is  with  profound  feeling,  in  the  name  of 
those  to  whom,  through  ties  of  blood. 
Warden  McLean  was  very  near  and 
dear,  that  I  thank  every  one  of  you  for 
this  memorial  of  his  pure  and  sterling 
life.” 

The  exercises  ended  with  the  singing 
of  “America,”  after  which  the  audience 
passed  before  the  tablet  to  view  it  and 
then  greeted  Mr.  McLean  personally. 


Tribune’s  “Book  of  Facts,  1919” 

The  Chicago  Tribune’s  “Book  of 
Facts,  1919,”  one  of  a  notable  series  of 
advertising  publications  issued  by  that 
newspaper,  contains  an  amazingly  inter¬ 
esting  array  of  data  concerning  the  great 
market  territory  covered  by  its  circu¬ 
lation.  Facts  are  driven  home  by  such 
graphic  illustrations  and  analytical  charts 
that  there  is  no  escaping  their  force 
and  significance.  This  Book  of  Facts 
carries  about  every  variety  of  trade  in¬ 
formation  an  advertiser  could  desire. 
Incidentally,  publishers  everywhere 
should  study  it  as  an  object  lesson  in 
effective  promotion  literature,  fitly  sup¬ 
plementing  trade  newspaper  advertising. 


Elliott  Ladd  Thurston,  a  reporter  on 
the  Providence  Journal,  and  Miss  Mar¬ 
garet  Tucker  of  Providence,  have  an¬ 
nounced  their  engagement. 


PUT  THE  CLARKSBURG  TELEGRAM 
ON  YOUR  LIST  FOR  FALL  COPY 

And  Get  Your  Share  of  Business  From 
"The  Industrial  Heart  of  West  Virginia” 


EXCERPTS  FROM 
Audit  Bureau  of  Circulations 
Auditor’s  Report 

Mame  of  Publication,  The  Clarksburg  Telegram. 

City,  Clarksburg;  State,  W,  Va. 

For  the  ttvelve  months  period  ending  March  31,  1919. 

Evening  Sunday 


Total  City  .  4662  3757 

Total  Suburban  .  2116  1895 

Total  Country  .  1111  2286 

TOTAL  NET  PAID .  7889  7938 

Total  Unpaid  .  160  106 

TOTAL  DISTRIBUTION  .  8,049  8,044 


A  complete  iinalyait,  includiivg  all  easential  facts  pertaining  to  the 
above  circulation,  is  embodied  in  the  detailed  Audit  Report,  issued  by 
the  Audit  Bureau  of  Circulationa.  Copies  may  be  had  on  appiicatioa 
to  the  office  of  the  above  publication. 

Flat  rate,  28c  an  inch  to  Feb.  1,  1920;  35c  an  inch  thereafter. 

THE  CLARKSBURG  TELEGRAM 

West  Virginia’s  Leading  Newspaper 


First 


TN  May  The  New  York  Times  published  1,669,932 

agate  lines  of  advertisements,  a  greater  volume  than 
was  ever  published  in  a  single  month  by  any  New 
York  newspaper. 

In  five  months  of  this  year  The  New  York  Times 
published  7,064,487  agate  lines  of  advertising,  more 
than  any  other  New  York  newspaper  ever  printed  in 
any  five  months  of  any  year. 

No  other  New  York  newspaper  prints  so  large  a 
volume  of  advertising,  notwithstanding  that  all  adver¬ 
tisements  in  The  New  York  Times  are  eensored  and 
many  columns  excluded.  Compared  with  the  corre¬ 
sponding  period  of  1918,  the  gain  of  1,535,457  agate 
lines  represents  by  far  the  greatest  growth  of  any  New 
York  newspaper. 

The  net  paid  circulation  of  the  Sunday  edition  of 
The  New  York  Times  is  in  excess  of  500,000. 

The  average  net  paid  circulation,  daily  and  Sun¬ 
day,  exceeds  the  combined  circulation  of  the  three 
other  'New  York  morning  newspapers  popularly  classed 
with  The  Times  as  to  quality  of  circulation. 
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FOSTER  COMPETITION 
AMONG  NEWSIES 


Raleigh  Times  Has  Had  Splendid  Results 
— A  Croup  of  Ideas  That  Can  Be 
Applied  to  Any  Newspaper — 
“Atta  Boy"  Feature. 


fAi'THOR’s  Note — This  article  is  to  primarily 
interest  the  smaller  city  newspaptT  publisher 
and  is  written  with  two  purposes  in  view: 

1.  To  impress  upon  the  smaller  publisher 
the  fact  that  he  is  *Smair’  iwssibly  because 
he  does  not  take  his  circulation  department 
seriously  enouRh. 

2.  To  help  the  smaller  city  circulation 
manager  solve  his  perplexities  by  KivitiK  him 
the  l>enetit  of  our  experience  with: 

(a)  “Atta  Pov.**  tb)  Carriers’  anil  Sellers* 
contests.  ic)  (ollectinR  old  acc<iunts.  (d) 
KliminatinK  complaints.  (e)*  Increasing  the 
street  sairs  by  teachinR  the  boys  to  cry  the 
news.  (f)  Increasing  the  numlier  of  street 
sellers  by  a«lvertising  in  the  movies,  (g)  The 
respiui^ibility  of  the  Circulation  Manager.] 

I'lV  Lkox.xkii  Kolmkk, 

Circulatiim  M.niaijcr.  the  KaleiKh  (X.  C.) 

Times. 

The  spirit  of  rivalry  that  throbs  in  the 
licari  of  every  American  boy  is  depended 
upon  by  The  HaleiRh  Times  for  success 
in  its  city  circulation.  It  is  continually 


Leonard  E.  Kolmer 

appealed  to  and  jtublicity  keeps  its  fires 
burniiiR.  .\  system  of  simple  charts, 
hung  conspicuously  iu  the  boys’  room, 
shows  each  boy  precisely  what  he  and 
his  competitors  are  doing.  But  the  card 
of  cards  is  “.\tta  Boy,”  a  feature  of  the 
regular  issue  of  the  paper  edited  by  and 
devoted  exclusively  to  the  circulation  de¬ 
partment. 

“.Atta  Boy”  has  unlimited  possibilities 
— it  enthuses  the  boys  and  tells  their 
folks  at  home  what  they  are  doitig  bet¬ 
ter  than  the  publication  of  an  occasional 
miniature  paper  can  do.  It  occupies  a 
space  of  three  columns  by  six  to  ten 
inches  daily  and  is  kept  alive  by  car¬ 
toons  ami  illustrations  that  the  proof 
sheets  of  the  advertising  cut  services 
ne\er  fail  to  produce  upon  close  search 
and  a  little  itigenuity  of  arratigement. 

Treat  Carriers  and  Sellers  Separately 

It  has  a  style  of  make-up  all  its  own 
.ttid  g've<  all  the  news  about  the  contests, 
prizes  to  be  awarded,  sick  notices,  jokes, 
bun  an  interest  stories— everything  and 
anything  of  ititerest  to  the  boys.  .All  the 
stories  are  written  to  encourage  and  lead 
but  never  to  drive. 

In  The  Kaleigh  Times’  contests  the 
carriers  and  sellers  arc  never  pitted 
against  each  other.  The  sellers  are 
“graduated”  into  the  carrier  class.  The 
carriers  are  the  “big  boys”  and  every 
seller  is  taught  to  hope  some  day  to  be 
one  of  the  “chosen  few.” 

.A  carriers’  contest  run  during  April 
netted  The  Times  45  new  subscribers 
with  an  average  subscription  of  six 


months.  Voles  were  won  by 

1.  New  subscriptions 

2.  Collections 

3.  Xc  complaints 

4.  Promptness 

5.  Good  behavior. 

l  ive  prizes  were  awarded,  the  first  of 
which  was  a  bicycle  and  the  others  in¬ 
cluded  a  baseball  outfit,  watch,  flash¬ 
light  and  pocket  compass.  The  winners 
were  permitted  to  select  their  prizes 
from  a  submitted  group.  To  prevent  in¬ 
terest  from  lagging,  the  contest  was  run 
for  but  four  weeks  and  numerous  spe¬ 
cial  minor  prizes  were  offered  Vt  the  end 
of  each  week  and  on  threatening  days. 
Large  charts  recorded  each  day’s  results 
and  the  standings  of  all  the  boys  to  date. 

Votes  for  Subscriptions 

New  subscriptions  were  credited  on 
the  basis  of  20  votes  for  each  month. 
Ueiiewals  were  given  the  same  consider¬ 
ation  with  the  result  the  carriers  induced 
fiO  per  cent,  of  the  total  city  circulation 
to  change  from  paying  weekly  and 
monthly  to  quarterly  and  yearly. 

On  Oct.  1,  1918,  The  Times  went  on 
a  "strictly  cash”  basis  and  naturally  con¬ 
fronted  the  big  problem  of  collecting 
back  accounts.  This  was  partly  solved 
by  giving  the  carriers  votes  for  collect¬ 
ing  these  old  accounts  as  well  as  their 
curretit  accounts.  Ten  votes  were  given 
for  each  per  cent,  collected,  and  the  total 
was  based  on  the  proportion  between 
what  the  boy  should  collect  and  did  col¬ 
lect. 

.At  first  the  old  accounts  were 
neglected.  To  stimulate  interest,  during 
the  last  week  of  the  contest  it  was  an¬ 
nounced  that  200  votes  would  be  given 
for  every  per  cent,  of  old  accounts  col¬ 
lected  thereby  giving  the  lowest  stand¬ 
ing  boy  on  tlie  chart  an  opportunity  to 
win  the  bicycle.  Better  results  were  im¬ 
mediately  forthcoming. 

Promptness,  good  behavior  and  no 
complaints  each  gave  the  carriers  five 
votes  daily.  1  he  first  two  never  have 
given  much  trouble,  but  the  last  has  al¬ 
ways  presented  a  hard  problem.  The 
Times  finds  the  best  solution  is  to  again 
ap()eal  to  the  boys’  spirit  of  rivalry  and 
pride  and  by  rewarding  honest  effort. 

Complaints  .Are  Charted 

.A  record  of  all  com])laints  is  kept  on 
a  chart  in  the  boys’  room.  To  those 
carrying  their  routes  without  a  complaint 
for  a  week,  movie  tickets  seem  to  suffice 
as  a  reward. 

To  those  having  a  clean  record  for  a 
month,  more  substantial  prizes  are  given. 

In  this  way  the  circulation  manager 
can  keep  tab  on  his  boys,  coach  the  de- 
limiuents,  and  drop  tlie  irredeemable. 
The  Times  has  26  carrier  boys  in 
Kaleigh.  The  first  week  of  the  chart 
system  only  11  boys  qualified  for  prizes, 
the  second  week  produced  18  winners, 
the  third,  23,  and  the  fotirth,  24. 

Since  then  the  average  has  not 
dropped  below  20.  This  record  for  effi¬ 
ciency  is  due  largely  to  the  habit  formed 
by  practically  all  the  boys  of  either 
■phoning  or  returning  to  the  office  after 
carrying  their  routes  to  learn  if  any 
complaints  have  been  received.  How¬ 
ever,  'his  practice  is  not  required. 

Vk^lien  a  complaint  is  promptly  satis¬ 
fied,  it  is  not  charged.  The  e.xperience 
of  the  writer  has  been  that  the  average 
boy  in  the  .smaller  cities  will  work 
harder  for  a  Saturday  night  movie  ticket 
than  for  a  Victory  bond ! 

The  excitement  of  the  carriers’  contest 
enthused  the  sellers  and  they  too,  must 
have  a  contest.  This  was  easily  man¬ 
aged — one  vote  for  every  paper  sold.  A 
chart  kept  the  score.  Of  course  the 
usual  selling  commission  was  allowed. 
In  erder  to  prevent  clubbing  to  the  hard¬ 
ship  of  the  boys  fighting  a  lone  battle. 


the  prizes  were  strictly  individual  af¬ 
fairs,  and  better  still,  daily,  semi-weekly 
and  weekly  prizes  were  offered. 

Again,  the  movie  ticket  proved  the 
best  drawing  card,  while  tickets  to  the 
carnival  and  circus  never  failed  to  pro¬ 
duce  exceptional  results.  For  these 
minor  contests  within  the  big  contest, 
the  boys  were  divided  into  teams  under 
the  leadership  of  captains. 

Movie  Ticket  Draws  Well 

One  of  the  grand  results  of  the  last 
Times’  sellers  contest  was  an  increase  of 
33J^  per  cent,  in  the  street  sales.  An¬ 
other  and  far  better  result  attained  was 
the  lesson  taught  the  boys  that  it  pays  to 
cry  the  news  and  sell  the  paper  on  its 
own  merits. 

The  tendency  of  the  smaller  city  news¬ 
boys  is  to  limit  his  persuasive  powers  to 
“Last  Edition,  Mister?”  or  worse  still, 
to  whiningly  plead  “Buy  a  paper.  Mis¬ 
ter,  please.” 

This  evil  in  a  large  measure  is  being 
corrected  by  the  circulation  manager  dis¬ 
tributing  movie  tickets  among  prospec¬ 
tive  customers  on  the  streets  with  the 
request  they  be  given  to  the  first  news¬ 
boys  who  approach  them  crying  the 
news,  showing  some  “pep,"  and  offering 
The  Times  with  a  smile. 

The  boys  are  told  about  these  tickets 
and  it  docs  not  take  them  long  to  realize 
this  more  approved  method  of  salesman¬ 
ship  pays  bigger  dividends. 

Awarded  Before  All 

The  awards  in  all  contests,  however 
'seemingly  small  and  insignificant,  are 
always  made  in  the  presence  of  all  the 
boys  assembled  and  the  elaboratness  of 
the  ceremony  is  only  limited  by  the  im¬ 
portance  of  the  contest. 

“.Alta  Boy”  never  fails  to  spread  the 
glad  tidings  by  story,  and,  if  warranted, 
by  picture. 

The  number  of  newsboys  selling  The 
Kaleigh  Times  was  doubled  in  two  weeks 
by  the  circulation  department  running 
slides  in  the  local  moving  picture  par¬ 
lors  to  the  effect  that  “the  average  earn¬ 
ings  of  16  boys  selling  The  Raleigh 
Times  during  April  was  $16.25.”  Once 
a  boy  gets  into  the  game,  he  is  pretty 


sure  to  stick  because  The  Times  is  al¬ 
ways  doing  something  to  stimulate  hisu 
interest — picnics,  fishing  parties,  hikes,! 
baseball,  prizes — something,  how'ever  in¬ 
significant,  just  so  it  is  something. 

.  Rut  best  of  all  “Atta  Boy”  sees  to  it  ■ 
that  every  boy’s  home  and  friends  knowB 
what  he  is  doing  and  what  a  cracking  ■ 
good  record  he  is  making,  for  a  roster  is  I 
kept  which  guarantees  the  publication  of 
every  name  in  some  connection  every  so 
often. 

But  the  biggest  and  most  important 
result  of  these  contests  is  the  benefit  tht 
circulation  manager  himself  derives.  He  , 
realizes  how  much  more  vitally  impor- ' 
tant  than  planning  and  starting  a  cam- . 
paign  is  to  keep  it  going  and  gaining  in 
speed  all  the  time,  that  he  is  responsible 
for  failure,  and  that  from  him  alone  i 
must  radiate  the  enthusiasm  and  “pep”^, 
that  mean  success.  I 

The  moment  he  quits,  just  so  soon  willr 
interest  lag,  and  it’s  far  more  difficult  to*' 
revive  enthusiasm  once  dead,  than  it  is. 
to  first  inculcate  it. 

- * 

Newarkers  Elect  Tack  ^ 

Newark,  N.  J.,  May  31. — Jean  R.f^. 
Tack  has  been  elected  president  of  tht| 
•Advertising  Men’s  Club  for  the  ensuing^ 
year.  Other  officers  are:  Vice-presi-l/j 
dent,  Walter  C.  Jacobs;  secretary-treas-i; 
urer,  Chester  .A.  Brown;  attorney, h 
Joseph  G.  Wolber;  members  of  the  exec-r 
utive  committee:  Louis  Hannoch,  Frank[. 
T.  Allen,  Albert  Wortman,  Charles^ 
Brady.  The  club  will  meet  at  the  Dowr|f 
Town  Club  at  noon  each  second  Mon-L 
flay.  |: 


Printed  Paper  on  Train  I 

Pittsburgh,  June  1. — The  Chamber  off 
Commerce  trade  boosters,  on  their  re-1 
cent  trip  through  the  State,  printed  ag 
daily  paper  on  their  special  train.  Oncj;? 
car  was  fitted  with  editorial  and  printingji 
accommodations  and  newspaper  ''orre-E 
spondents  on  board  did  the  editorial || 
work.  Each  car  had  its  own  special  re-i| 
porter.  _| 
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Representative  sent  anywhere  upon  request. 

John  B.  Gallagher  Company 

Home  Office,  Ninth  Floor,  Dexter  Building,  Boston,  Mass. 


“America’s  Largest  and  Best  Newspaper  Industrial  Advertising  Agency” 


This  permanent  Weekly 
Business  Man’s  Page  secured 
among  non-regular  advertis¬ 
ers  has  been  running  two 
years — it  is  one  of  a  chain 
of  pages  we  handle  —  it 
carries  over  one  hundred 
thousand  lines  of  advertis¬ 
ing  per  year — more  than 
thirty-five  thousand  dollars 
annually  in  new  business, 
which  the  paper  would  not 
otherwise  obtain.  The  Page 
is  beneficial  in  many  ways — 
it  has  made  new  advertisers 
and  helped  circulation  —  it 
has  aided  the  paper  in  being 
recognised  as  the  business 
man’s  newspaper  in  its  com¬ 
munity. 


Contracts  with  the  advertis¬ 
er  commence  and  end  to¬ 
gether  and  are  made  for 
twenVy  weeks  at  a  time,  be¬ 
ing  renewed  each  twenty 
weeks. 


The  question  of  a  cancellation  of  an  accepted 
contract  rests  entirely  with  the  newspaper. 
All  advertising  is  solicited  on  an  indirect 
result,  general  publicity  basis. 


a 
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$20,000,000 

fro  m  Oil 

— Just  a  little  more  loose 
’  change  for  Texans  to  spend 

Over  $20,000,000  in  oil!  A  veritable  fusillade  of  liquid  gold.  That’s  the 
figure,  based  on  production  reports  of  the  State  Comptroller  of  Pulflic  Ac¬ 
counts  for  the  quarter  ending  March,  1919.  It  will  be  greater  for  the  quar¬ 
ter  ending  June  30,  1919,  owing  to  added  development. 

— And  all  this  in  addition  to  the  prodigious  earnings  which  annually  ac¬ 
crue  from  cotton,  agriculture  in  general,  livestock  and  an  infinitude  of  other 
sources  which  in  themselves  make  Texas  an  exceptional  market. 

And  right  here  in  the  miclst  of  it  all — right  at  the  gateway  to  this  wonderful 
territory — 

Fort  Worth  Star-Telegram 

Over  63,000  Daily  Over  70,000  Sunday 

More  than  2^/^  times  the  circulation  of  any  other  Fort  W  orth  paper. 


Effectively  covers  North  and  West  Texas.  Right  here  with  its  Dealer  and 
Consumer  good  will!  Right  here  with  its  circulation  of  over  63,000  Daily, 
over  70,000  Sunday!  Right  here  as  the  specific  point  of  contact  between 
your  goods  and  this  market! 

Put  your  merchandise  in  this  environment  of  prosperity  through  its  news¬ 
paper  of  wide  influence  and  big  circulation — Include  in  your  list — 


FORT  WORTH  STAR-TELEGRAM 

Member  A.  B.  C. 

Amon  G.  Carter,  Vice-Pres.  &  Gen.  Mgr. 


A.  L.  Shuman,  Advertising  Mgr. 
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LOUIS  ILEY  HONORED  ON  50TH  BIRTHDAY 


CLIFFORD  JOINS  HEARST 

Becomes  Business  Manager  N.  Y.  Ameri* 

can — Woodward  Advertising  Manager 

E.  L.  Clifford,  for  many  years  adver¬ 
tising  manager  of  the  Minneapolis  Jour¬ 
nal,  has  joined  the  Hearst  organization 
and  assumed  the  duties  of  business  man¬ 
ager  of  the  New  York  American.  He 
will  also  be  in  charge  of  advertising. 

VV’.  G.  Woodward,  recently  with  the 
Evening  Journal  advertising  department, 
returns  to  the  American  as  advertising 
manager.  He  was  formerly  in  charge  of 
local  advertising  for  the  American  and 
at  one  time  advertising  manager  of  the 
New  York  Tribune. 

F.  R.  Barnard  has  resigned  as  adver¬ 
tising  director  of  the  American,  but  he 
has  not  atnionnced  his  plans  for  the  fu- 


HOVrS  ENLARGES  STAFF 

Hills  Art  Director  and  Meek  Assistant 
to  President. 

Hoyt's  .Advertising  Service,  New 
York,  announces  the  following  staff 
changes : 

David  H.  Hills  has  been  placed  in 
charge  of  the  art  department.  Mr.  Hills 
was  formerly  art  director  of  the  H.  K. 
McCann  Company. 

George  W.  Speyer,  formerly  in  charge 
of  the  mechanical  department  of  the 
Chicago  office  of  the  I.  Walter  Thomp¬ 
son  Company,  has  been  eng.aged  as  me¬ 
chanical  department  manager. 


Harry  L.  Jones,  recently  connected 
with  the  Philadelphia  office  of  the  Cur¬ 
tis  Publishing  Company,  will  represent 
the  agency  in  the  Pennsylvania  territory. 

Samuel  W.  Meek  has  been  appointed 
assistant  to  the  president.  Mr.  Meek, 
who  is  the  son  of  the  late  Samuel  W. 
Meek,  formerly  treasurer  of  the  New 
^'ork  Times,  served  in  France  as  Cap¬ 
tain  in  the  Sixth  Regiment,  United 
States  Marines,  Second  Regular  Divi¬ 
sion,  and  was  decorated  by  the  French 
Government  with  the  Croix  de  Guerre 
with  palm,  for  bravery  at  Soissons. 

In  the  Boston  office  Arthur  E.  Hobbs 
has  been  engaged  as  assistant  to  Mr. 
Pike,  the  Boston  director.  Before  join¬ 
ing  the  Marine  Corps,  from  which  he 
has  just  received  his  discharge,  Mr. 
Hobbs  was  assistant  sales  and  advertis¬ 
ing  director  of  the  King  Trailer  Com¬ 
pany. 

Louis  Spence  is  President 

Littu:  Rock,  -Ark.,  May  29. — The 
Arkansas  Press  .Association,  meeting  in 
this  city,  elected  the  following  officers: 
LcAiis  Spence,  Piggott  Banner,  presi¬ 
dent  ;  W'alter  B.  Williams,  Brinkley 
Citizen,  first  vice-president ;  Capt.  J.  C. 
Jolly,  Warren,  second  vice-president; 
W.  J.  Douglass,  Berry ville,  third  vice- 
president  ;  R.  O.  Schaeffer,  Little 
Rock,  recording  secretary;  Clio  Har¬ 
per,  Little  Rock,  corresponding  secre¬ 
tary  ;  C.  A.  Berry,  Hnttig,  financial 
secretary.  The  annual  meeting  will 
hereafter  he  held  in  Tune. 


LOUIS  WILEY 

From  \  RtXEXT  Sketch  of  tjje  Bi  siness  M.KNAotui  of  the  New  A'ork  Times. 

IOUIS  WILEY,  business  manager  of  the  New  ^'ork  Times,  attained  his 
_rftiftieth  birthday  on  May  31,  and  the  exciii  was  made  the  occasion  for  dis- 
I'laying  the  attitude  of  the  business  and  editorial  staffs  to  the  celebrant. 
Early  in  the  morning  on  his  arrival  at  his  office,  Mr.  Wiley  was  greeted  by 
the  congratulations  and  wishes  for  his  finnre  happiness  by  men  and  women  who 
have  the  pleasure  of  working  with  him.  His  desk  was  adorned  with  flowers 
and  he  was  made  the  recipient  of  a  line  gold  and  platinnm  chain  amidst  the 
cheers  of  those  assembled. 

Hugh  O’Donnell  made  the  presentation  in  felicitous  terms,  conveying  the 
admiration,  affection  and  respect  the  members  of  the  staff  felt  for  their  manager. 

Later  on,  at  a  special  meetitig  of  the  editorial  council,  Charles  R.  Miller,  the 
cditor-in-chief.  presided,  and  addressed  Mr.  Wiley,  offering  him  the  congratula¬ 
tions  of  the  editorial  staff.  He  voiced  the  general  u])inion  that  l-ouis  Whley  had 
an  important  share  in  building  up  the  New  ^'ork  Times,  and  he  referred  espe¬ 
cially  to  his  dealing  with  difficult  labor  situations. 

C.  V.  \'an  .Anda,  managing  editor  of  the  Times,  presented  Mr.  Wiley  with  a 
handsome  Tiffaity  watch,  subscribed  for  by  the  entire  staff.  The  watch  bore  the 
fellow  ing  inscription : 

Wiley,  on  liiit  Fiftletli  HlrlliilAy,  from  TIIK  N'KW  VOUK  TIMKS,  In 
kimtefnl  nDprooliitltHi  of  mniiy  yoRin'  faithful  ainl  invaluaUle  xorv^ee.  May  Rl.  IDID.'* 

In  making  the  iiresentation,  Mr.  \'an  .Anda  expressed  his  admiration  of 
Mr.  Wiley’s  career,  not  only  as  a  newspaperman  but  as  a  citizen.  In  the  whole 
of  New  York,  be  said,  there  was  probably  no  man  better  known  or  more  favor¬ 
ably  known  in  almost  every  class  or  more  greatly  respected  and  esteemed.  It 
wa.s  pointed  out  especially  by  Fred  Mortimer  that  Mr.  Wiley  was  always  ready 
to  help  others,  and  he  did  it  quickly  and  pleasantly 

A  letter  from  .Adolph  S.  Ochs,  chief  owner  of  the  Times,  who  was  unable 
to  be  present,  addressed  to  Mr.  Wiley,  was  read  by  Mr.  Miller,  in  which  Mr. 
Ochs  paid  a  glowing  tribute  to  Mr.  Wiley’s  Qualities.  Other  addresses  were  de¬ 
livered  by  members  of  the  editorial  staff  an<'  af  the  business  department.  Among 
those  present  were  Charles  R.  Miller.  C.  \  .  Van  -Anda,  Major  Julius  O.  .Adler, 
Edward  .A.  Bradford,  Fred  Mortimer,  Elmer  Davis,  Edward  M.  Kingsbury, 
Arthur  H.  Sulzl>erger,  E.  S.  Friendly,  Louis  O.  Morny,  Charles  A.  Flanagan, 
Hugh  A.  O’Donnell,  Charles  W.  Thompson,  H.  E.  .Armstrong,  Osmond  Phillips, 
and  B.  T.  Butterworth. 


THE.  VALUE  OF  TIME 
THE  S?UCCES?S?  OF  PEDSfeVEMCE 
THE  PLEAS'UHE  OF  VOTJmdr 
THE  Dld^ITy  OF  SflMPLlCITV 
THE  VODTH  OF  CHAEACTEH 
THE  POVED  OF 
THE  WFLUEiiJCE  OFEX>MPLE 
THE  OPLld-ATIO^I  OF  DUTV 
THE  Vr^DOMOF  ECOiJOMy 
THE  VIRTUE  OF  PATIENCE 
THE  OOy  OF  ORI^INXriNCi- 
THE  PROFIT  OF  EXPERIENCE 


I3EUE.VDE.R  TO  CXLL  OD  S'END  TO  THE 

Photo  EnGks<wGQo. 
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RECEIVE  NO  MAIL  FOR 
DAYS,  THEY  SAY 

New  York  State  Farmers  Hold  Indigna¬ 
tion  Meeting  and  Send  Resolution 
to  President  Wilson  for  Return 
of  R.  F.  D.  Service. 

Fonda,  N.  Y.,  May  30. — Complaints 
against  the  inadequacy  of  present  mail 
deliveries  throughout  this  section  were 
voiced  by  farmers,  newspaper  editors 
from  cities  all  through  this  section,  and 
business  men,  at  a  meeting  here  Tues¬ 
day.  Representatives  from  cities  and 
farming  districts  from  Albany  on  the 
cast  and  as  far  west  as  Utica  were  pres¬ 
ent,  and  as  a  result  of  the  meeting  a 
resolution  of  protest  was  drawn  and  for¬ 
warded  to  President  Wilson,  Postmaster 
General  Burleson  and  congressmen  from 
the  territory  involved. 

The  meeting  was  easily  the  largest  of 
the  series  held  throughout  northeastern 
New  York  in  protest  against  the  changes 
put  in  effect  by  the  postmaster  general, 
which,  it  was  claimed,  have  cost  business 
men  thousands  of  dollars  already.  News¬ 
paper  editors  at  the  meeting  claimed 
they  were  among  the  largest  losers  on 
account  of  the  change. 

In  the  protest  the  members  of  the 
conference  demanded  a  return  to  the  old 
routes,  and  efficient  service,  which  they 
defined  as  delivery  before  3  o’clock  in 
the  afternoon.  They  protested  against 
the  lengthening  and  consolidation  of 
routes,  and  pointed  out  the  inability  of 
carriers  to  complete  deliveries  during 
inclement  weather.  Disorganization  of 
business  has  resulted  in  many  instances 
already,  they  declared. 

It  was  revealed  that  in  several  places 
mails  had  not  been  delivered  to  farmers 
in  several  days.  Farmers  protested 
against  this  chiefly,  they  said,  because  it 
cut  them  off  from  the  outside  world  by 
preventing  the  deKvery  of  their  daily 
newspapers,  even  though  the  cities  in 
which  the  newspapers  were  published 
was  as  near  as  20  miles. 


H.  B.  Hull  Heads  Des  Moines  Club 
Des  Moines,  la.,  June  1. — Harter  B. 
Hull,  advertising  and  sales  manager  of 
the  truck  department  of  the  Sears  Auto 
Company,  has  been  chosen  president  of 
the  Advertising  Club  of  Des  Moines, 
by  a  vote  of  63  to  27  over  C.  A.  Baum- 
gart  of  Successful  Farming.  Other  offi¬ 
cers  are;  Vice-president,  W.  S.  Arant; 
secretary-treasurer,  E.  A.  Walker.  Board 
of  governors:  C.  M.  Cogswell,  Harry 
T.  Watts,  Frank  .■\rmstrong,  S.  H.  Wall¬ 
ing,  B.  F.  Spry. 

Wilson  in  Agency  Work 

Kokomo,  Ind.,  May  30.-pThe  staff  of 
the  Harry  M.  Lynch  Advertising 
Agency,  of  this  city,  has  been  augmented 
by  the  appointment  of  C.  Ben  Wilson, 
who  for  the  past  three  years  has  been 
advertising  manager  of  the  Tribune  and 
was  previously  with  Gage  Brothers,  Chi¬ 
cago. 

A  Spanish  River  Settlement 
Ottawa,  Ont.,  June  1. — Recent  gossip 
in  the  Canadian  stock  markets  has  it 
that  the  directors  of  the  Spanish  River 
Pulp  and  Paper  Company  will  at  least 
partially  liquidate  deferred  dividend 
obligations  by  means  of  a  distribution  of 
additional  preferred  stock  to  holders  of 
the  securities. 

Old  Paper  Is  Absorbed 
CooPERSTowN,  N.  Y.,  June  3. — The 
consolidation  of  the  Milford  (N.  Y.) 
Tidings  with  the  Freeman’s  Journal  of 
this  village,  one  of  the  oldest  papers  in 
the  state,  has  been  announced. 


Bps  lUomps 

71,784 

Net  Paid  Average  for  May 
(26,460  in  City  of  Des  Moines) 

Largest  of  Any  Month  This  Year 

(Member  Audit  Bureau  of  Circulations) 

ROTOGRAVURE  ADVERTISING 

High  class  advertising  is  accepted  for  The  Sunday  Register’s  eight  page 
rotogravure  magazine  supplement.  Flat  rate  25  cents  an  agate  line.  Clos¬ 
ing  date  four  weeks  in  advance. 

^OQL  Increase  in  Sunday  Register 
Advertising  in  May 

The  Sunday  Register  made  big  gains  in  local  merchants’  advertising,  big 
gains  in  national  advertising,  and  big  gains  in  classified  advertising 
every  Sunday  in  May.  Notice  the  comparison  of  The  Sunday  Register’s 
advertising  lineage  with  the  corresponding  Sundays  a  year  ago. 


Lines 

Lines 

Sunday,  May  4 . 

.  55,720 

13,720  Gain 

Sunday,  May  11 . 

.  52,878 

10,794  Gain 

Sunday,  May  18 . 

.  55,636 

11,802  Gain 

Sunday,  May  25 . 

.  55,622 

13,160  Gain 

Total  for  Sundays . 

. 219,856 

49,476  Gain 

The  Des  Moines  Sunday  Register’s  Advertising  patronage  is  way  ahead 
of  that  of  any  other  Iowa  Sunday  Newspaper. 


Representatives : 


I.  A.  KLEIN 
Metropolitan  Tower 
New  York 


JOHN  GLASS 
Peoples  Gas  Bldg. 
Chicago 
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MECHANICAL  EXPERT 
IS  HERE  ON  VISIT 

C.  P.  (>arb«tt,  of  Great  Britibh  Publinh- 
ing  Concern  of  Odhams,  Limited, 
Invebtigating  American  Plants — 

In  Search  of  New  Ideas. 

n  P.  Garbett,  chief  electrician  of 
Odhams  Limited,  one  of  England’s 
greatest  luiblishing  houses,  issuing  a 
series  of  widely  circulated  publications, 
including  “John  Bull,”  is  now  in  this 
country  on  a  tour  of  investigation  of 
mechanical  plants  of  newspapers  and  of 


T nil’s  Salter  Elias, 
Managing  Direitor  Odhams  Limited. 

manufacturers  supplying  newspaper 
equipment. 

Mr.  (iarbett’s  visit  will  take  him  as  far 
west  as  Chicago  and  Milwaukee.  The 
plant  of  Odhams  Limited,  it  will  be  re¬ 
called,  w.TS  almost  wholly  destroyed  by  a 
German  l>oinb,  and  the  firm  has  been 
busily  engaged  since  that  occurrence  in 
replacing  its  extensive  mechanical  equip¬ 
ment.  I'nder  war  and  post-war  con¬ 
ditions  this  has  l>een  a  gigantic  task. 
The  English  manufacturers  of  presses, 
mechanical  eiiuijiment,  etc.,  are  not  yet 
on  a  pre-war  basis  of  production.  Mr. 
Garbett  finds  the  situation  here  some¬ 
what  similar,  and  although  .\merican 
concerns  are  now  operating  to  capacity 
the  accumulation  of  orders  has  been  so 
great  that  early  deliveries  are  out  of  the 
question. 

Mr.  Garbett  has  Wen  deeply  im¬ 
pressed  with  mechanical  appliances  in 
use  in  our  great  publishing  plants,  and 
expects  to  take  back  with  him  many  new 
ideas  for  adoption  in  England.  His  mis¬ 
sion  is  one  of  investigation  rather  than 
of  placing  orders. 

.•Xrihur  Taylor,  of  the  business  depart¬ 
ment  of  Odhams  Limited,  has  been  in 
this  country  for  several  weeks  surveying 
the  methods  of  business  administration, 
particularly  as  applied  to  advertising,  in 
American  publisbing  houses. 

Mr.  Garbett  expresses  the  hope  that 
the  managing  director  of  Odhams  Lim¬ 
ited,  Julius  Salter  Elias,  may  shortly 
visit  the  I'nited  States.  Both  Mr.  Gar¬ 
bett  and  Mr.  Taylor  are  enthusiastic  ad¬ 
mirers  of  the  great  ability  and  distin¬ 
guished  achievements  of  their  chief,  and 
acci'rd  to  him  full  credit  for  having  built 
up,  in  the  face  of  great  obstacles,  one  of 
the  world’s  greatest  publishing  enter¬ 
prises. 

“Mr.  Elias  is  not  only  a  man  of  abil¬ 
ity  amuunting  to  genius,”  according  to 
Mr.  Garbett.  “but  he  is  a  man  who  in¬ 
spires  in  the  men  of  his  organization  a 
fighting  spirit  of  loyalty  and  a  deter¬ 
mination  to  achieve.  A  conference  with 


him,  however  brief,  acts  as  a  mental 
tonic.  He  is  magnetic,  understands  men 
and  their  problem^,  a  natural  organizer 
and  leader  and  is  constantly  on  the  alert 
for  new  and  better  methods  of  doing 
things.” 

Mr.  Garbett  expresses  deep  apprecia¬ 
tion  of  the  courtesy  shown  to  him  here 


G.  P.  Garbett. 

by  our  publishers  and  manufacturers, 
and  is  impressed  with  the  real  existence 
of  that  cloNcr  unity  and  better  under¬ 
standing  between  Britons  and  .Americans 
which  has  resulted  from  the  intimate  co¬ 
operation  of  the  two  peoples  in  the  great 
war  tasks. 

Dr.  Rumely  Must  Stand 
Trial  in  W  ashington 

Former  Publisher  of  New  York  Evening 

Mail  Loses  Long  Fight  to  Prevent 
Extradition. 

Washington,  June  2. — Dismissal  by 
I'ederal  courts  of  habeas  corpus  pro- 
ceeilings  instituted  by  Edward  .A.  Rum¬ 
ely,  former  publisher  of  the  New  York 
Evening  Mail,  to  prevent  his  extradition 
to  Washington  from  Xcw  York  to 
answer  indictments  charging  violation  of 
the  Trading  With  the  Enemy  .Act,  was 
upheld  toilay  by  the  Supreme  Court  in 
disposing  of  appeals  brought  by  Rum- 
tly.  Chief  Justice  White  dissented  from 
the  ruling. 

-As  a  result  of  this  action,  Rumely 
must  come  here  for  trial  on  indictments 
charging  him  with  withholding  from  the 
•Alien  Property  Custodian  the  fact  that 
he  had  custody  of  certain  stock  in  the 
S.  S.  McClure  Newspaper  Corporation 
belonging  to  the  German  Government,  as 
well  as  the  fact  that  he  owed  that  Gov¬ 
ernment  $L.^^,00(). 

In  bringing  the  proceedings,  Rumely 
contended  that  by  coming  here  his 
speedy  trial  in  New  A’ork  on  similar 
indictments  might  be  prevented. 


Pittsburghers  Choose  Officers 
PiTTSBiRGH,  Pa.,  June  2. — Officers 
have  lieen  elected  by  tbe  .Advertising 
Club  as  follows:  President,  C.  F. 
Ohligcr,  advertising  manager  of  the  H. 
H.  Heintz  Company;  vice-president,  .An¬ 
drew  Connolly,  Joseph  Horne  Company  ; 
secretary,  W.  G.  Evans,  Harris  Pump 
&  Supply  Company;  treasurer,  Robert 
Rawsihorne,  Rawsthorne  Engraving 
Company. 


Two  More  Members  for  the  .4.  N.  P.  A. 

The  Douglas  (.Ariz.)  Daily  Dispatch 
and  the  .Albany  (N.  Y.)  Sunday  Tele¬ 
gram  have  lieen  elected  to  active  mem¬ 
bership  in  the  .American  Newspaper 
Publishers’  .Association. 


owa 


The  last  30  years  have 
brought  Iowa  25%  more 
people  and  400%  more 
wealth. 


Mere  numbers  of  people  are  more 
often  the  cause  of  poverty  than 
a  source  of  plenty. 

From  an  advertiser’s  standpoint,  better  a  small 
market  and  a  rich  one  than  the  utmost  conjestion 
in  even  the  wildest  area. 

Iowa  is  a  proof  of  the  advantages  of  a  moderate  growth 
in  population  combined  with  industry,  thrift  and  uni¬ 
versal  education. 

Back  in  1889  the  revenue  of  the  state  was  only  $2,593,- 
095,  about  $1.25  per  person,  the  population  being  at 
that  time  about  25*fc  less  than  now.  It  has  since  steadily 
risen  until  in  1917  it  reached  a  sum  of  over  $9,700,000, 
or  about  $4.31  per  inhabitant. 

Growth  is  thus  shown  of  individual  wealth  increasing 
enormously  while  the  population  slowly  but  surely  adds 
to  its  nuinhers  in  a  much  smaller  ratio.  THAT  is  what 
makes  Iowa  a  state  every  American  should  be  proud  to 
claim  to  fellowship. 

To  the  national  advertiser,  Iowa  offers 
the  greatest  prize  for  good  advertising 
— good  business. 

Let  the  papers  carry  your  NE\I|"S  to  the  ultimate  con¬ 
sumers. 


Fort  Dodge  Messenger  and  Chronicle. 


Ottuwma 


Government  Statements,  .April  Ist,  1919. 


Circulation 

Rate  for 
5,000  Lines 

,(E» 

3,636 

.0121 

.(Ml 

10,908 

.03 

..(S) 

12,116 

.03 

.(E) 

7,827 

.02 

&S) 

16,228 

.03 

.(E) 

25,643 

.05 

.(E) 

60,655 

.08 

&E) 

111,517 

.14 

..(S) 

70,745 

.12 

&  E) 

16,078 

.04 

..(S) 

16,037 

.04 

.(E) 

8,762 

.03 

.(E) 

13,781 

.028571 

.(E) 

9,602 

.03 

.(E) 

8,331 

.02 

.(E) 

13,606 

.035 

..(E) 

51,342 

.08 

..(E) 

14,484 
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EDITOR  &  PUBLISHER 

Is  the  Dominant  Trade  Newspaper  in  Its  Field 

Editor  &  publisher  is  a  weekly  trade  newspaper  coiieentrating  the  energies  of  its  organiza¬ 
tion  upon  the  task  of  giving  helpful  SERVICE  to  newspaper  makers  and  national  advertisers. 
Within  the  space  of  seven  years — the  period  of  its  greatest  growth — EDITOR  &  PUBLISHER 
has  forged  ahead  of  its  competition  in  this  field,  established  new  and  better  standards  of  ethics  and 
practice  and  demonstrated  the  possibilities  open  to  a  high  class  trade  newspaper  for  promoting  closer 
relations  and  more  substantial  cooperation  between  newspapers  and  advertisers. 

SERVICE  TO  NEWSPAPERS 


EDITOR  &  PUBLISHER  gathers  and  prints  the  NEWS 
of  the  newspaper  field,  without  bias  or  prejudice,  holding  to 
the  ideal  of  the  square  deal  to  all.  News  values  are  deter¬ 
mined  impartially,  accuracy  is  a  primal  principle,  good  will 
to  all  a  living  creed. 

The  happenings,  changes,  instances  of  unusual  newspaper 
enterprise,  policies  of  management,  solutions  of  publishing 
problems — in  brief,  the  things  that  constitute  NEWSPAPER 
NEWS  are  chronicled  every  week.  While  naturally  covering 
the  Americart  field  more  intensively,  EDITOR  &  PUBLISHER 
has  staff  correspondents  in  London  and  Paris,  and  presents 


a  great  deal  of  news  matter  concerning  activities  in  this  field 
in  Great  Britain,  Europe  and  other  parts  of  the  world. 

Newspaper  makers  in  all  lands  will  find  in  this  journal 
not  only  the  representative  trade  newspaper  of  America,  but 
a  publication  of  world-wide  interest  and  appeal. 

Editorially  EDITOR  &  PUBLISHER  has  won  the  respect 
and  close  interest  of  editors  and  newspaper  executives — no 
light  achievement,  as  they  constitute  the  most  critical  audi¬ 
ence  in  the  world.  It  is  frequently  quoted  in  Congressional 
debates  and  is  considered  an  authority  on  problems  connected 
with  newspaper  making. 


SERVICE  TO  ADVERTISERS 


EDITOR  &  Pl'BLISHER  is  the  channel  of  communica¬ 
tion  between  newspapers  and  space  buyers. 

Advocating  the  newspaper  as  the  great  primary  medium 
for  advertising,  EDITOR  &  PUBLISHER  supplements  this 
advocacy  by  GENUINE  SERVICE,  week  by  week,  to  national 
advertisers.  The  Executive  Secretary  of  the  Association  of 
National  Advertisers  contributes  a  page  to  each  issue  in  which 
the  interests  and  affairs  of  that  great  organization  are  treated. 

EDITOR  &  PUBLISHER  presents,  twice  a  year,  com¬ 
plete  lists  of  the  daily  newspapers  of  the  United  States,  with 
circulations  and  advertising  rates  of  each  paper  stated.  This 
authoritative  information  is  not  available  to  advertisers 
through  any  other  single  source.  In  addition  to  this,  scores 
of  exhaustive  suiveys  of  major  markets,  with  analysis  of  costs 


for  advertising  campaigns  in  such  territories,  are  printed,  con¬ 
stituting  a  service  to  space  buyers  of  incalculable  value. 

Thus  the  interests  of  those  who  make  newspapers  and  those 
who  buy  advertising  space  in  them  are  linked  together  in  one 
publication  of  equally  strong  appeal  to  both  classes. 


The  coupon  subscription 
blank  printed  hereu  ith  is  for 
the  convenience  of  new  sub¬ 
scribers. 


EDITOR  &  PUBLISHER 

1117  World  Building,  New  York,  U.  S.  A. 


EDITOR  & 
PUBLISHER, 

Suite  1117  World 
Building,  New  York 

'  You  may  send  EDITOR  & 
PUBLISHER  for  one  year, 
and  thereafter  until  further  notice, 
to  be  forwarded  as  per  instructions 
below. 


Signature 


Mailing 
Address  .. 


Subscription  Rates:  Domestic,  $3.00;  Canada,  $3.50; 
Foreign,  $4.00. 
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WAR  SERVICES  OF  SHEFFIELD 
NEWSPAPER  MEN 


London,  May  10. — No  review  of  the 
remarkable  success  that  has  attended  the 
rise  of  Sir  Charles  Starmer  in  the  Eng¬ 
lish  newspaper  held  is  complete  without 
due  mention  of  the  valued  services  of 
W.  W.  Chisholm,  editor  of  the  Sheffield 
Independent,  and  John  Kemp,  the  ad- 


W.  \V.  Chisholm, 

Editor,  Sheffield  Indei>endent. 

vcriisvment  manager.  To  their  efforts, 
in  a  considerable  degree,  the  notable 
public  service  accomplishments  of  the 
so-called  “Starmer  Hig  Three,”  func¬ 
tioned  during  the  period  of  the  war. 

Sir  Charles  is  proprietor  of  the  North¬ 
ern  Echo,  Birmingham  (ia/etie,  Sheffield 
Independent  and  a  string  of  important 
weekly,  Sunday  and  Saturday  journals, 
and  well-written  papers  to  gratify  read¬ 
ers  at  the  week-end. 

The  rapidity  with  which  this  impor¬ 
tant  string  of  newspapers  and  j)eriod- 
icals  responded  to  the  urgent  needs  of 
the  people  at  home  as  well  as  the  mili¬ 
tary  forces  abroad  during  the  war,  and 


John  Kemp, 

.\dvertiscment  Manager,  Sheffield  Independent. 

the  power  that  these  publications  exerted 
to  aid  the  Government,  are  notable  fea¬ 
tures  of  the  press  war  accomplishments, 
Mr.  Chisholm  and  Mr.  Kemp  having 
won  high  public  approval  for  their  par¬ 
ticipation  in  this  service.  The  Soldiers’ 
Comforts  scheme  which  the  Sheffield  In¬ 
dependent  launched  the  day  following 
the  declaration  of  war  was  everywhere 
acknowledged  as  one  of  the  most  hu¬ 


manly  kind  enterprises  of  the  war,  while 
the  Independent’s  flannel  sleeping  hel¬ 
met  won  the  approval  of  the  War  Office 
and  an  autograph  letter  of  commenda¬ 
tion  from  Queen  Mary. 

Printers  Refused  to  Break 
Their  Contracts 

Canadian  Publishers  Have  Not  Been 

Slow  to  Acknowledge  Men’s  Loyalty 
in  Face  of  Strike. 

Ott.swa,  Ont.,  June  3. — A  feature  of 
the  wave  of  industrial  unrest  in  Canada 
has  been  the  loyalty  displayed  by  mem¬ 
bers  of  the  International  Typographical 
Union,  who  have  refused  to  violate  their 
agreements  with  employers  and  walk  out 
on  strike  in  sympathy  with  other 
branches  of  organized  labor. 

While  the  stereotypers  and  pressmen 
struck  in  Winnipeg,  the  printers  stood 
by  their  agreements,  and  in  other  cen¬ 
tres  they  took  the  same  attitude,  which 
was  advised  by  international  officers  of 
the  international  body. 

A  significant  development  has  taken 
place  in  Hamilton,  where  the  newspapers 
have  voluntarily  given  their  printers  an 
increase  of  20  per  cent.,  although  the 
agreements  have  still  three  years  to  run. 
It  was  agreed  “That  in  the  event  of  a 
general  or  sympathetic  strike  being 
called,  in  recognition  of  the  press  as  the 
l>est  channel  for  reflection  of  public 
opinion,  the  union  agrees  to  recognize 
the  freedom  of  the  press,  and  so  far  as 
the  union  is  concerned,  there  will  be  no 
interruption  of  publication.” 

Canadian  publishers  have  not  been 
slow  to  recognize  and  fittingly  acknowl¬ 
edge  this  loyalty.  A  case  somewhat  sim¬ 
ilar  to  that  in  Hamilton  is  Ottawa.  Pub¬ 
lishers  in  the  Canadian  Capital  some 
months  ago  granted  employees  increases 
beyond  what  the  agreements  called  for, 
and  which  in  the  case  of  married  men 
amounted  to  $2  a  week.  This  applied 
to  both  mechanical  and  editorial  staffs. 

Secretary-Treasurer  J.  W.  Hays,  of 
the  I.  T.  U.,  has  advised  Canadian 
unions  to  have  nothing  to  do  with  the 
One  Big  Union  proposal,  which  is  divid¬ 
ing  organized  labor  in  the  Dominion 
into  two  camps. 

Pacific  Ad  Men  to  Contest 

for  Trophies 

Splendid  Program  of  Discussions  and 

Papers  Also  Laid  Out  for  Portland 
Convention  Next  Week 

PoRTL.\ND,  Ore.,  June  4. — An  unusually 
large  number  of  prominent  speakers  and 
interesting  features  has  been  grouped  on 
•he  program  for  the  16th  annual  conven¬ 
tion  of  the  Pacific  Coast  Advertising 
Men’s  -Association,  to  be  held  in  Port¬ 
land,  June  8-11.  Four  very  busy  days 
have  been  scheduled  for  the  delegates. 
Besides  the  general  sessions  the  various 
departments  will  take  up  many  topics 
of  practical  interest. 

Eighteen  handsome  trophies  will  stim¬ 
ulate  competition  among  the  cities. 


NEW  JERSEY  EDITORS’  OUTING 


.Annual  Meeting  of  Press  Association  at 
Beautiful  Lake  Minnewaska 
The  Sixty-third  annual  meeting  of  the 
New  Jersey  Press  Association  will  be 
held  at  Lake  Minnewaska,  N.  Y.,  from 
June  27  to  30.  The  members,  wives 
and  friends,  who  will  make  up  the  party, 
will  travel  by  the  Hudson  River  Day 
Line  boat  from  New  York  to  Kingston, 
thence  by  train  to  Kerhonkson,  and  then 
by  stage  to  the  Wildmcrc  House. 


INDIANA 

Merely  a  Matter  of  Millions 

Millions  of  people  growing 
Millions  of  bushels  of  wheat 
Millions  of  bushels  of  oats 
Millions  of  bushels  of  corn 
Millions  of  head  of  cattle 
Millions  of  head  of  sheep 
Millions  of  head  of  hogs 


All  of  which  are  soon 
to  be  turned  into 

Millions  of  Dollars 

Indiana  people  live — Oh!  boy!  how  they  live — 
and  how  they  like  good  things  to  eat  and  wear  and 
they  have  not  only  the  taste  but  the  money  to  gratify 
that  taste. 

Indiana  is  the  original  home  of  the  Farmers’ 
Alliance. 

Indiana  people  believe  in  co-operation.  They  buy 
of  Indiana  merchants — goods  that  they  become  ac¬ 
quainted  with  through  Indiana  daily  newspapers. 

Give  Indiana  intensive,  co-operative  cultivation. 

Get  your  share  of  this  great  sum  of  money  which 
constantly  circulates  in  this  great  state. 

And  do  not  overlook  the  great  manufacturing  in¬ 
dustries  of  Indiana.  They  rank  pretty  big  and  fur¬ 
nish  lucrative  employment  to  hundreds  of  thousands 
of  wage  earners  who  have  lots  of  money  to  spend. 

Indiana  as  a  field  for  merchandising  is  a  field 
capable  of  yielding  results  worthy  of  the  most  care¬ 
ful  attention  on  your  part. 

These  Indiana  daily  newspapers  can  do  great  serv¬ 
ice  for  you.  Put  them  to  work  now’. 


Anderson  Herald . 

.(E) 

Circulation  S,(M)0-line  rate 
5,797  .0125 

Elkhart  Truth  . 

.(E) 

84I0.S 

3215 

Evanaville  Courier  . . 

.(M) 

•23393 

.04 

Evansville  Courier  . 

.(S) 

•20,987 

.04 

Fort  Wayne  Journal-Gazette . 

.(M) 

29336 

.05 

Fort  Wayne  Journal-Gazette . 

.(S) 

24,350 

.05 

Indianapolis  News  . 

.(E) 

123,473 

.15 

Indianapolis  Star  . 

,(M) 

92,851 

.11 

Indianapolis  Star  . 

.(S) 

106,381 

.14 

Kokomo  Dispatch  . . 

.(M) 

5,400 

.0171 

Lafayette  Courier  . ; . 

.(E) 

•8,994 

.02 

Lafayette  Journal  . 

.(M) 

10,415 

.02143 

La  Porte  Herald  . 

.(E) 

3,376 

.0178 

Logansport  Pharos-Reporter  . 

.(E) 

6,621 

.015 

Mancie  Press  . 

.(E) 

9,646 

.01786 

Muncie  Star  . . 

.(M) 

26,858 

.05 

Mancie  Star  . 

.(S) 

16,818 

.05 

Richmond  Item  . 

.(M) 

8325 

.02 

Richmond  Palladium  . 

.(E) 

11,096 

.03 

South  Bend  Tribune  . 

.(E) 

•17,436 

.035 

Terra  Haute  Star  . . 

.(M) 

26,945 

.04 

Terra  Haute  Star . 

.(S) 

19,422 

.04 

Terra  Haute  Tribune  . 

.(E) 

24,845 

.04 

Terra  Haute  Tribune  . 

,.(S) 

19,192 

.04 

V’incennes  Capital . \ . 

.(E) 

3,210 

.01071 

Total  Daily  Circulation  and  Rate... 

446,622 

.7139 

Total  Sunday  Circulation  and  Rate. 

207,150 

.36 

*A.  B.  C.  Report,  April  1st,  1919. 

Government  Statement  April  1,  1919. 
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BRIEFS 


Michigan  Press  &  Printers'  Federa- 
tion  will  meet  in  Grand  Rapids,  June  5-7. 

Alabama  Press  Association  has  set 
June  26-27  for  annual  meeting  in  An¬ 
dalusia. 

Election  of  Rochester  (N.  Y.)  Ad 
Club  will  be  held  June  19. 

Xew  York  State  Press  Association 
will  convene  in  Saratoga  June  25-27. 

Canadian  Paper  Trade  Association, 
and  possibly  Canadian  Pulp  &  Paper  As¬ 
sociation,  will  meet  in  Montreal  June  24. 

Texas  Press  Association  will  con- 
vene  in  San  .Antonio,  June  12-14. 

Technic.al  Association  of  Pulp  and 
Paper  Industry  will  meet  in  Buffalo, 
X  Y.,  June  11. 

Pacific  Coast  Ad  Men's  Association 
convention  will  open  June  8  and  continue 
for  three  days  in  Portland,  Ore. 

Bolivar  (Mo.)  Free  Press  celebrated 
51st  anniversary  in  May.  John  \\\ 
Gravely  and  his  son,  Ralph,  recently 
purchased  it. 

Leslie  H.  Robinson,  formerly  with  the 
A.  P.  at  Kansas  City,  is  now  with  Amer¬ 
ican  commission  for  relief  in  Far  East, 
at  Constantinople. 

Will  T.  Beck,  Jr.,  Editor  Holton 
(Kan.)  Recorder,  is  back  from  eleven 
months’  service  with  Red  Cross  in 
France. 

\  iRGiL  Jackson,  former  St.  Joseph 
(Mo.)  Xews-Press  reporter,  who  lost  an 
arm  in  France  by  the  accidental  dis¬ 
charge  of  his  rifle,  has  been  discharged 
from  the  service  and  is  back  home. 

Henry  J.  Waters,  editor  Kansas 
City  Weekly  Star,  will  speak  at  National 
Educational  Association  meeting,  Mil¬ 
waukee,  June  28  to  July  4. 

Joseph  Nichols,  formerly  with  the 
Parsons  (Kan.)  Republican  and  the  To¬ 
peka  Capital,  has  been’  discharged  from 
the  Fort  Riley  hospital,  and  is  now  home. 

City  magazine,  simil.ar  to  Denver 
Municipal  Facts,  will  be  started  in  To¬ 
peka,  Kan.,  about  July  1. 

Oklahoma  Press  Association  has 
adopted  uniform  system  of  cost  account¬ 
ing  on  job  printing.  Job  plants  of  state 
hereafter  will  figure  printing  charges  on 
the  official  schedule  of  the  state  board 
of  affairs. 


Capt.  L.  E.  Ed.monds,  of  the  Topeka 
Capital,  has  succeeded  Maj.  Charles  H. 
Browne,  of  the  Horton  Headlight,  as 
head  of  the  Kansas  Welcoming  Com¬ 
mittee  at  Camp  Funston. 

Wichita  (Kan.)  Eagle  announces 
B  that  effective  June  1,  price  to  subscrib¬ 
ers  in  Wichita,  delivered  by  carrier,  will 
be  12  cents  per  week.  Change  follows 
advances  outside  city  made  last  Sep¬ 
tember. 

Louis  Schenk,  of  Capper  Publica- 
tions,  Topeka,  is  now  assistant  private 
secretary  to  Senator  Arthur  Capper. 

Will  H.  Dilg  has  retired  from  his 
;  own  advertising  agency  in  Chicago  and 
■  joined  the  Gardiner  &  Wells,  New  York. 

E.  J.  Bistran  and  Elmer  E.  Cald- 
l|  Well  have  organized  an  advertising  and 


jart  service  in  -Xew  York, 
j,;  Frank  Wilson  of  Lr>s  .\ngeles  is  or- 
|•  iganizing  an  advertising  department  for 
1  iScandinavian-.American  Bank,  Tacoma. 

|l  J.  V.  Gilmour,  l.ate  advertising  man- 
tiisger  of  Chicago  &  Eastern  Illinois  Rail- 
I  jioad  and  Racine  Rubber  Company,  is 
•  «"w  with  Henry  O.  Shepard  Company, 
'  liicago. 

John  Sweeney,  Jr.,  is  back  with 
Manternach  Agency,  Hartford,  Conn., 
filter  Army  service. 

Brooke,  Smith  &  French,  Inc,  De- 
iroit,  have  appointed  O.  G.  Barrett  to 
*beir  investigating  staff. 


C.  S.  von  Poettgen  .Agency,  Detroit, 
has  secured  advertising  account  of  De¬ 
troit  Eleetric  Car  Company. 

P.  B.  SiBSON,  LATE  OF  THE  FlETCHER 
Agency,  is  now  connected  with  the 
Herbert  M.  Morris  .Agency,  Philadel¬ 
phia. 

James  R.  White,  from  Detroit  Jour- 
nal,  has  joined  staff  of  Rickard  &  Sloan 
Agency,  Xew  A'ork. 

H.  O.  De  Baer  has  resigned  as  ad- 
vertising  manager  Hooven  Radiator 
Company,  Chicago. 

Don  Bregenzer  became  advertising 
manager  of  the  Carbic  Manufacturing 
Company,  Duluth,  Minn.,  on  June  1. 

Miss  Anna  .Assens  is  now  in  charge 
of  advertising  for  Chicago  Savings  Bank 
&  Trust  Company. 

N.  L.  MacLean  has  resumed  charge 
of  copy  department  for  Klauvan  Pieter- 
som-Dunlap  Agency,  Milwaukee,  after 
army  service,  succeeding  C.  S.  Mercein, 
who  is  advanced  to  merchandising  de¬ 
partment. 

Maurice  Wolff  is  now  advertising 
manager  of  the  Atlantic  Paint  Manufac¬ 
turing  Company,  Minneapolis. 

-Advertising  of  Samson  Tractor  Com- 
pany,  Janesville,  Wis.,  has  beeen  placed 
in  charge  of  C.  O.  Reed,  late  of  the 
Batten  Company’s  Chicago  office. 

J.  E.  Darlow  is  new  promotio.n  de- 
partment  manager  of  Ostenreider 
Agency,  Chicago.  T.  de  A’oung  has  been 
added  to  staff. 

J  \MEs  S.  Basiey  has  been  appointed 
advertising  manager  Xational  Bank  of 
Reiiublic,  Chicago. 

H.  F.  Sewell,  late  of  Dollenmayer 
-Agency,  has  become  advertising  man¬ 
ager  of  Xorthrup,  King  &  Co.,  Minneap¬ 
olis  seedsmen. 

C.  V.  O’Donnell,  W.  B.  Stark  and 
W.  S.  Patjens  are  new  additions  to 
Philij)  Ritter  .Agency  staff,  Xew  A'ork. 

Lenox  (Mass.)  summer  home  of 
Dan  R.  Hanna,  owner  Cleveland  (Ohio) 
Xews,  was  robbed  of  $.50,000  worth  of 
jewelry  last  week. 

Mayor’s  Committee  of  Women  on 
Xational  Defence,  in  New’  York,  pre¬ 
sented  beautiful  loving  cup  to  Mrs.  Will¬ 
iam  R.  Hearst,  their  chairman,  June  3, 
in  recognition  of  her  w’ork  for  service 
men  during  war. 

June  25-27  has  been  set  for  meeting 
date  of  South  Carolina  Press  .Associa¬ 
tion  in  Greenville. 

Convention  of  X'orth  C.arolina  Press 
-Association  will  take  place  in  Wrights- 
ville,  July  30-31. 

W'iscoNSiN  Federated  Printing  and 
Press  -Associations  will  meet  in  Wau¬ 
kesha,  July  18-19. 

XoRTHERN  Minnesota  Editorial  -As¬ 
sociation  will  convene  in  Bemidji,  June 
27-29. 

M.  Fernandez  has  been  appointed 
copy  director  of  Ingenieria  Internacional, 
Xew  York. 

FIumphrey  M.  Bourne,  late  of  Erwin 
&  Wasey  Company,  Chicago,  has  joined 
the  staff  of  the  Gardiner  &  Wells  Com¬ 
pany.  Inc.,  Xew  York. 

Dooley-Brennan  -Agency,  Chicago, 
is  preparing  an  advertising  campaign  for 
White  Lock  Comiiany,  Chicago. 


CANADIAN  MEETINGS  POSTPONED 


Strike  Situation  Caused  Cancellation — 
C.  P.  A.  in  September 
Toronti  June  2. — Owing  to  the  strike 
situation  throughout  the  industrfal  cen¬ 
ters  of  Canada,  both  Canadian  Press, 
Limited,  and  the  Canadian  Press  Asso¬ 
ciation  have  called  off  the  annual  meet¬ 
ings  which  were  to  have  been  held  here 
this  week. 

So  far  as  the  C.  P.  -A.  is  concerned, 
the  convention  for  this  year  will  likely 
be  held  in  September. 


No  matter  what  your  product  may  be,  you  first 
want  an  Able-to-buy-Public  in  order  to  promote 
a  MARKET  worthy  of  cultivation.  Think  of 


Population  more  than  6,000,000  people. 

Illinois  produces  58,000,000  tons  of  coal  annually. 

This  coal  is  valued  at  approximately  $65,000,000. 

Illinois  produces  307,000,000  bushels  of  corn,  175,- 
000,000  bushels  of  oats,  45,000,000  bushels  of  wheat 
annually. 

These  products  are  valued  at  $410,000,000. 

Illinois  produces  $400,000,000  worth  of  meats  and 
packing  house  products  annually. 

Illinois  produces  $2,000,000,000  worth  of  manu¬ 
factured  goods  annually. 

Illinois  produces  500,000,000  gallons  of  milk  an¬ 
nually. 

Illinois  produces  19,000,000  gallons  of  petroleum 
annually. 

The  land  value  of  Illinois  is  $108.00  per  acre — the 
highest  of  any  state  in  the  Union. 


The  above  is  an  indication  of  the  purchasing  ca¬ 
pacity  of  Illinois  folk  who  can  and  will  buy  any 
worthy  advertised  article  or  product  if  they  are  in¬ 
formed  through  newspaper  advertising. 

The  following  daily  newspapers  will  carry  an  ad¬ 
vertising  message  into  the  HOMES  of  Illinois. 


Here  they  are — use  them: 


2,500 

10,000 

Circulation 

Lines 

Lines 

Aurora  Beacon  News  (E) . 

,  16,000 

.04 

.04 

Bloomington  Pantagraph  (M)  . 

.  16,870 

.035 

.035 

Champaign  Daily  Gazette  (E)  .... 

4,338 

.0129 

.0129 

Chicago  American  (E)  . 

.  326,998 

.40 

.40 

^Chicago  Herald-Examiner  (M)  ... 

.  289,094 

.38 

.31 

^Chicago  Herald-Examiner  (S)  .... 

.  596,851 

.53 

.46 

Chicago  Daily  News  (E)  . 

.  386,498 

.43 

.43 

Chicago  Journal  (E)  . 

.  116,807 

.22 

.18 

(-hicago  Post  (El  . 

.  55,477 

.25 

.12 

Danville  Commercial  News  (E)  .. 

.  15,086 

.03 

.03 

*Elgin  Courier  (E)  . 

8,173 

.02 

.02 

Moline  Dispatch  (El  . 

10,113 

.03 

.03 

Peoria  Star  (E)  . 

.  22,738 

.045 

.04 

Quincy  Journal  (E)  . 

.  *8,591 

.025 

.025 

Rockford  Register-Gazette  (E)  - 

.  13,477 

.03 

.03 

Sterling  Daily  Gazette  (E)  . 

5,072 

.02 

.02 

Total  Circulation  1,834,6,58. 

Rale  per  line. 

$2.1749. 

Government  Statement,  April  Ist,  1919. 
*A.  B.  C-  Report.  April  let,  1919. 


Editor  &  Publisher  for  June  5,  1919 


EDI 


THE  LIGHT  BREAKS 

rUlTOR  &  PUBLISHER  has  urged  for  so  long 
sensible  policy  of  paid  Government  advertising 
that  the  news  from  Washington  comes  as  a  tonic. 

It  .seems  assured  that  the  War  Department  is  to 
use  display  advertising  in  recruiting,  as  well  as  for 
hnding  positions  for  returned  soldiers.  Editor  & 
PiBt.isHEK  has  already  shown  that  funds  of  the  De¬ 
partment  may  be  used,  as  specifically  provided  by 
statute,  for  advertising.  It  is  now  hoped  that  the 
new  Congress  will  make  direct  appropriations  for 
this  purpose. 

The  campaign  by  the  Railroad  Administration, 
now  to  l>e  followed  by  War  Department  campaigns, 
pioneer  the  way  for  the  creation  of  a  Department 
of  Advertising,  the  need  for  which  was  so  strik¬ 
ingly  demonstrated  in  the  great  bond  campaigns  and 
other  national  tasks. 

If  Secretary  Baker  shall  succeed  in  demonstrating 
to  the  Congress  the  practical  possibilities  of  Gov¬ 
ernment  advertising  in  solving  national  problems,  he 
will  have  added  to  the  sum  of  his  great  services  to 
the  people — services  so  modestly  performed  that  our 
citizens  have  scarcely  realized  as  yet  their  far-reach¬ 
ing  value.  This  self-forgetting  public  servant,  bring¬ 
ing  to  a  task  of  unprecedented  magnitude  the  solvent 
of  common  sense,  high  devotion  to  the  cause  of 
human  liberty,  and  the  vision  which  never  permitted 
the  goal  to  be  obscured  by  the  clouds  of  difficulties 
which  often  veiled  from  other  eyes  the  eventual 
triumph,  will  loom  large  in  history. 

The  heartening  fact  of  the  hour  is  the  trend  at 
Washington  toward  a  proper  recognition  of  the 
power  and  usefulness  of  advertising  to  the  nation. 
The  light  is  breaking.  Events  are  moving — forward. 


I  NPOPUL.\R  COMPARISONS 

A  .\’  advertising  man  has  protested,  in  a  letter  to 
it  Pi  Bi.isHKK,  against  the  recent  com- 
parisiins  made  in  this  journal  of  the  costs  of  news¬ 
paper  and  magazine  advertising.  He  claims  that  it  is 
unfair  to  compare  the  magazine  rates,  based  on 
nation-wide  .circulation,  with  rates  of  newspapers 
co\  ering  only  territorial  markets. 

EniT<'k  &  Pl  bi.isiikr’s  analyses  of  comparative 
costs  to  advertisers  in  reaching  regional  or  terri¬ 
torial  markets  were  intended  to  show  the  utter  waste 
involved  in  buying  circulation  outside  the  zones  of 
distribution  covered  in  selling  campaigns.  It  is  es¬ 
sential  that  advertisers  should  have  such  facts  at 
hand,  and  Editor  &  Pi  bi.isher  has  rendered  a  serv¬ 
ice  to  them  in  furnishing  such  comparisons. 

It  has  been  made  plain  in  these  analytical  articles 
that  magazine  and  periodical  rates  were  based  upon 
nation-wide  circulations,  and  that  advertisers  having 
distribution  only  in  certain  market  zones  were  com¬ 
pelled  to  pay  for  a  vast  bulk  of  circulation  which 
could  not  be  linked  up  with  the  more  restricted  sell¬ 
ing  campaigns.  In  presenting  these  comparative 
costs,  therefore,  the  folly  of  wasting  a  large  part 
of  the  advertising  appropriation  was  graphically 
demonstrated. 

These  articles  did  not  carry  an  attack  upon  maga¬ 
zine  or  periodical  advertising.  They  have  merely 
shown  the  better  adaptability  and  the  economy  of 
concentrated  advertising  in  the  newspapers  reaching 
the  people  whose  interest  may  be  sought  in  partic¬ 
ular  selling  campaigns. 

The  figures  presented  have  also  shown  the  smaller 
cost  per  thousand  of  circulation  of  newspaper  space 
in  comparison  with  magazine  space.  That  the  con¬ 
trast  is  striking,  and  that  the  facts  themselves  form 
the  best  possible  argument  in  favor  of  the  news¬ 
papers,  are  evident  to  all. 

Edittr  a  Pi'Bi.isHER  does  not  belittle  the  value  of 
magazine  advertising.  The  purpose  has  been  to 
clarify  marketing  problems  for  advertisers.  T^at 
the  cost-tables  presented  have  aided  in  this  is  cause 
for  gratification. 

SEX.ATORS  Moses.  Smoot,  New  and  Capper,  of 
the  Committee  on  Printing,  are  e.xperienced  news¬ 
paper  publishers.  They  face  a  great  opportunity  for 
useful  public  service.  It  will  be  within  their  power 
to  reduce  the  volume  of  useless  public  documents 
which  clog  the  mails  to  such  an  extent  that  the 
whole  service  is  impaired. 


R  I  ^  L 


A  JUDGE  REVERSES  HIMSELF 

lUDGE  CHESTER  A.  FOWLER,  of  Fond  du 
^  Lac,  Wisconsin,  issued  an  order  barring  the  circu¬ 
lation  in  the  county  of  newspapers  which  printed 
anything  regarding  a  certain  murder  case  until  after 
a  jury  had  been  selected.  The  judge  contended  that 
it  would  be  impossible  to  secure  an  unprejudiced 
jury  if  the  citizens  of  the  county  were  permitted  to 
read  about  the  details  of  the  crime. 

The  attorneys  of  the  Milwaukee  Journal  per¬ 
suaded  Judge  Fowler  to  vacate  his  order.  They 
convinced  him  that  such  an  order  was  unconsti¬ 
tutional. 

There  has  always  been  conflict  between  the  judi¬ 
ciary  and  the  press  on  this  question.  In  issuing  his 
order  the  Wisconsin  judge  merely  voiced  the  sen¬ 
timent  which  has  swayed  judicial  minds  from  the 
time  when  courts  of  law  were  first  established — 
particularly  since  the  advent  of  the  jury  system. 

Judges,  in  the  earlier  times,  thoroughly  distrusted 
juries.  They  felt  that  only  juries  composed  of  men 
of  pliable  minds — men  so  lacking  in  intelligence  that 
they  could  not  be  trusted  to  read  newspapers — could 
be  depended  upon  to  render  verdicts  in  accordance 
with  the  instructions  of  the  court. 

This  attitude  still  persists  in  some  quarters.  There 
are  still  judges  who  thus  put  a  premium  upon  ig¬ 
norance  and  servility.  It  is  still  assumed  that  a 
man  who  reads  a  newspaper,  and  who  forms  an 
opinion  based  upon  the  facts  presented  therein,  will 
be  unwilling  to  change  that  opinion  in  the  light  of 
other  facts.  If  this  view  were  sound  our  social 
order  would  collapse. 

The  very  best  jury  is  an  enlightened  one,  com¬ 
posed  of  men  or  women  who  live  and  think  in  tune 
with  the  age;  who  read  the  news,  who  understand 
the  motives  and  reactions  of  individuals  under  given 
conditions.  If  the  people  of  this  Wisconsin  com¬ 
munity  had  been  deprived  of  new'spapers  which 
printed  the  facts  of  the  case  in  question,  and  had 
been  left  to  secure  their  impressions  through  exag¬ 
gerated  gossip,  what  benefit  could  have  accrued  to 
the  state?  The  only  definite  result  of  such  a  situa¬ 
tion  would  have  liecn  the  creation  of  prejudices  such 
as  always  thrive  upon  ignorance  or  credulity. 

Perhaps  one  other  result  would  have  been 
achieved :  The  people  would  have  learned  that  it  is 
within  tlie  power  of  a  judge  to  control  the  press. 
■And  that,  happily,  is  not  true  under  the  .\merican 
constitution. 


\  1  T"  ILBL’R  FORREST,  in  a  cable  to  the  New 
'  ’  York  Tribune,  says  that  Robert  M.  Berry, 
the  correspondent  of  the  .■Associated  Press,  has  been 
at  .Amerongen  for  the  last  six  months  waiting  for 
the  Kaiser  to  talk.  This  illustrates  the  patient 
jirocesses  of  an  organization  pledged  to  secure  the 
news  of  the  world.  Often  the  tireless  vigils  of  the 
news  men  are  doomed  to  failure — but  let  us  hope 
that  Berry  may  yet  succeed  in  his  quest,  and  that 
the  world  may  learn  something  of  the  thoughts  and 
mental  reactions  of  the  man  who  aspired  to  wreck 
civilization. 
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PROGRESS 

'  i  'HE  General  .Assembly  of  the  Presbyteria: 

Church  has  recommended  that  individui 
churches  include  in  their  budgets  an  appropriatioj 
for  paid  advertising.  This  action  will  be  applaudec 
by  all  who  have  the  interests  of  the  churches  a; 
heart.  The  policy  is  in  keeping  wdth  the  trend  o: 
the  times. 

Condemnation  of  the  newspapers  by  churchnier 
once  so  much  in  vogue,  is  dying  out.  Leaders  ar 
coming  to  see  the  possibilities  of  harnessing  th; 
power  of  the  press  for  the  more  effective  promolio: 
of  religious  living.  They  may  deplore  the  fact  tha 
this  great  power  is  sometimes  diverted  from  i: 
highest  uses  to  mankind.  They  may  regret  tha 
more  space  is  given  by  the  newspapers  to  the  Wii 
lard-Dempsey  fight  than  to  any  single  church  move 
ment  or  activity — excepting,  perhaps,  the  “Billy 
Sunday  crusades. 

Time  was  when  the  churches  permitted  “the  Devi 
to  monopolize  the  good  music.”  They  have,  toe 
usually  permitted  other  interests  to  monopolize  th 
good  advertising.  Both  of  these  policies  of  reactio- 
should  be  discarded.  The  first  has  already  sper.: 
its  little  day  and  is  passing.  The  second  will  no; 
hold  much  longer. 

When  the  churches  are  adequately  advertised  thi 
churches  will  prosper  accordingly.  They  have  th( 
greatest  of  all  advertising  assets — service,  fellow 
ship,  self-realization,  faith  and  hope  and  charity 
Could  there  be  a  finer  basis  upon  which  to  build  i 
convincing  advertising  appeal? 

Having  put  itself  on  record  in  favor  of  a  pro 
gressive  policy  in  advertising,  the  General  .Assembly 
by'  a  vote  of  two  to  one,  condemned  Sunday  newo 
papers!  Thus  the  pendulum  w'as  given  a  backwari 
swing. 

'  The  scriptural  records  show  that  the  Saviour  oi 
Mankind  had  scant  patience  with  those  who  sougl 
to  restrict  and  to  penalize  good  works  on  the  Sab 
bath.  It  would  appear  that  the  spirit  which  He  ro 
bilked  in  Palestine  has  not  yet  surrendered  to  thi 
forces  of  enlightenment  and  Christian  progress. 

The  Sunday  newspaper  should  be  the  greates 
force  for  the  advancement  of  the  work  of  the  churct 
That  it  is  not  is  the  fault  of  those  churchmen  whosi 
eyes  are  still  blinded  by  bigotry  and  intolerance 
They  would  abolish  the  most  powerful  means  a: 
their  command  for  furthering  the  Master’s  work 
.As  “the  Sabbath  w'as  made  for  man,”  so  is  thi 
Sunday  newspaper. 


THE  DOT  MAP  OF  CIRCULATION 

tJ  0\^^f^lHCTLlRE  the  circulation  of  a  news 
^  -*■  paper  so  that  an  advertiser  will  carry  the  imag! 
in  his  mind  has  always  been  a  tantalizing  problen 
with  publishers.  The  ingenuity  of  advertising  mac 
agers  has  been  tested  to  the  utmost  in  trying  t: 
project  upon  the  printed  page  striking  visualizations 
of  the  manner  in  which  their  newspapers  “cover’ 
their  fields. 

Editor  &  Publisher  recalls  nothing  else  in  ihi; 
line  to  compare  with  the  “Dot  Map”  idea  of  tbi 
Chicago  Tribune,  illustrated  so  strikingly  on  the  fir? 
page  of  last  week’s  issue.  This  idea,  which  Tb 
Tribune  generously  commends  to  other  newspapers 
appeals  to  the  imagination  as  well  as  to  the  prac 
tical,  analytical  faculty  in  men. 

In  The  Tribune’s  own  Dot  Map,  showing  tb 
distribution  in  the  Chicago  trading  territory  of  ib 
Sunday  issue,  there  are  more  than  twelve  thousar 
dots,  each  dot  representing  fifty  copies  of  the  paper 
It  is  a  blanket  of  dots,  spreading  over  six  ,i;rei 
states,  and  is  well  calculated  to  impress  upon  t 
advertiser  one  of  the  reasons  for  The  Tribune 
famous  sub-title,  “The  World’s  Greatest  Newspaper. 

The  Tribune’s  invitation  to  other  newspapers  ’ 
use  the  Dot  Map  idea  should  be  accepted.  Tb 
conception  is  an  inspiration  in  newspaper  prom' 
tion  work — a  branch  of  effort  calling  for  the  bigb 
est  ability  in  the  men  engaged  in  it.  The  “prom? 
tion  man”  must  have  not  only  the  creative  fa  ulr 
He  must  have  the  ability  to  appreciate  the  errati’ 
work  of  others — and,  in  such  instances  as  tb.- 
where  the  originators  of  a  striking  idea  tender : 
for  the  free  use  of  all,  he  must  have  the  vision  : 
utilize  it. 
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in  Albany  on  copy  desk 


best  known  advertising  copy  writers,  has 
recovered  from  a  long  illness  and  is 
ready  for  work  again. 

Matthew  DeW.  Hanrahan,  who  was 
advertising  director  of  the  National  War 
Savings  Committee  in  Washington  until 
the  signing  of  the  armistice,  and  Miss 
Mary  E.  Donegan  of  Brooklyn,  N.  Y., 
were  married  recently  in  Brooklyn.  Mrs. 
Hanrahan  recently  completed  14  months 
in  active  service  with  the  Army  Nurse 
Corps. 

Miss  Katherine  H.  Mahool  is  a  new 
member  of  the  Green-Lucas  Agency’s 
copy  staff  in  Baltimore. 

W.  W.  Cribbins,  late  of  the  San  Fran¬ 
cisco  Chronicle,  has  been  appointed  ad¬ 
vertising  manager  of  Garrett  &  Co.,  New 
York,  handling  “Virginia  Dare  Wines.’’ 

Joel  Chandler  Harris,  Jr.,  has  joined 
the  copy  staff  of  the  Johnson-Dallas 
Company,  .Atlanta. 

L.  A.  Gillette  has  been  appointed  to 
the  advertising  department  staff  of  the 
Eastman  Kodak  Company,  Rochester, 
N.  Y. 

N.  W.  Mogge,  recently  with  the  adver¬ 
tising  department  of  the  California  Fruit 
Exchange,  is  now  connected  with  the 
Mutual  Service  Corporation,  New  York. 

Mrs.  Julia  Carroll  has  resigned  from 
the  advertising  department  of  Scruggs- 
\'andervoort-Barney  Dry  Goods  Com¬ 
pany  to  accept  a  position  with  the  Dry- 
goodsman,  St.  Louis. 

Charles  W.  Collier,  formerly  assistant 
secretary  of  the  Advertising  Club  of  St. 
Louis,  who  has  just  returned  from  over¬ 
seas,  has  joined  the  advertising  depart¬ 
ment  of  the  St.  Louis  Brass  Manufac¬ 
turing  Company,  maker  of  “Brascolite.” 

Dr.  G.  C.  Mars,  of  the  St.  Louis 
School  of  Fine  Arts,  Washington  Uni¬ 
versity,  and  advertising  manager  of  the 
Hydraulic  Pressed  Brick  Company,  dis¬ 
cussed  “Art  in  Industry  and  Advertis¬ 
ing,”  at  the  luncheon  meeting  of  the 
.Advertising  Club  of  St.  Louis,  June  3. 

Edward  K.  Harrington  and  1.  M. 
Schieber  are  new  members  of  the  Schiele 
Agency’s  staff,  St.  Louis. 

A.  J.  Collins  is  the  new  advertising 
manager  of  the  Ajax  Rubber  Company, 
New  York.  He  is  from  the  .Atlas  Port¬ 
land  Cement  Company. 

M.  S.  Harris  has  become  advertising 
manager  of  the  Shutter  Johnson  Candy 

management  of  the  Detroit  territory  for  Company,  Chicago, 
the  Monroe  Calculating  Machine  Com-  J.  T.  Fehlandt  is  now  connected  with 
pany.  the  advertising  department  of  the  E.  J, 

Leroy  Fairman,  one  of  New  A’ork’s  Brach  &  Sons  Candy  Company,  Chicago. 


who  is  now 
work. 

A.  H.  Cook,  news  editor  of  the  St. 
Paul  Pioneer  Press,  has  been  made  Sun¬ 
day  editor  in  place  of  George  N.  Briggs, 
who  has  identified  himself  with  a  Twin 
Roy  Howard,  president  of  the  United  City  film  company. 

ress,  is  due  in  New  York  today  from  Mayor  Harrison  Fuller,  city  editor  of 
urope,  where  he  has  spent  two  months  the  St  Paul  Dispatch,  is  chairman  of 
lorganizing  the  U.  P.  Continental  serv-  the  state  committee  organizing  the  Min- 
e  on  a  post-war  basis.  nesota  contingent  of  the  -American  Le- 


THEY  DECLINE  TO  BE  MERE 
AUXILIARY  TO  MEN’S 
AD  CLUB 


PERSONALS 


le  editor  of  the  Spartanburg  (S.  Irving  Richard,  who  has  returned 
fournal.  Watson  Bell  has  joined  from  military  service  overseas,  has  be- 
:aff  of  the  Spartanburg  Herald.  come  city  hall  reporter  for  the  St. 
it.  William  Rule,  of  the  Kno.xville  Fatil  Daily  News. 

al  &  Tribune,  recently  celebrated  Harrington  has  left  a  reportona 

th  birthday  and  continues  in  active  Daily  -  ews  to  e- 

ial  work.  He  was  editor  of  the  come  assistant  sports  editor. 

Republican  daily  newspaper  of  the  C.  S.  Johnston  just  home  from  mili¬ 
tary  service  m  h  ranee,  has  been  made 

11”  Steinke,  Bridgeport  (Conn.)  telegraph  editor  of  the  Ottumwa  (la.) 
ard-Telegram  and  Post  cartoonist,  Conner. 

ed  in  a  Ford.  Thieves  made  off  Ptc.  Thomas  F.  Shea,  son  of  “Mike 
it  one  night  recently  while  Steinke  Shea,  night  editor  of  the  Canadian 
n  Poli’s  Theatre  on  patriotic  dti-  Press,  Ltd.,  at  Ottawa  (Ont.)  and  a 

former  member  of  the  reportorial  staff 
of  the  Manitoba  Free  Press,  Winnipeg, 
has  returned  to  Canada  after  serving 
25  months  overseas. 

“Zen”  Scott,  of  the  Cleveland  Plain 
S  Dealer’s  “sport”  department,  will  coach 
,  W  the  Alabama  University  football  team 

J  from  September  1  to  December  1,  when 
'/j  he  will  return  to  the  Plain  Dealer, 

ak  /  Scott  is  also  an  authority  on  trotting 

jPHVy  races. 

I  V  James  T.  Sullivan,  of  the  Boston 

^  Globe,  was  one  of  the  sixteen  guests  at 

a  dinner  given  to  Sir  Thomas  Lipton 
k  in  New  A’ork  recently. 

IN  THE  BUSINESS  OFFICE 

Harry  J.  Grant,  publisher  of  the  Mil- 
waukee  Journal,  addressed  the  students 
journalism  and  advertising  the  Uni- 
on  the 
the 

the 

John  .A.  Park,  publisher  of  the  Ra- 
,,,  _  Icigh  (N.  C.)  Times,  has  been  selected 

\\  iLLiAM  Steinke  liy  ^  delegate 

At  the  Newspapermen’s  Midnight  'o  ‘he  convention  of  Rotary  Clubs  to  be 
ol  Friday  last  “Bill”  was  pre-  >’cld  in  Salt  Lake  City.  The  Raleigh 
1  with  another  Ford,  a  brand  new,  Rotarians  are  devoting  their  energies 
proof  car,  with  all  the  latest  im-  particularly  to  boy  welfare  work  just 
ments.  His  numerous  friends  in  backing  the  Boy  Scout  movement 

ty  had  subscribed  to  the  fund.  with  characteristic  vim. 
s  Geraldine  Murray,  assistant  city  L  Apgar  has  been  appointed  man- 

of  the  Albany  (-N.  Y.)  Knicker-  “Ker  of  national  advertising  for  the  New 
r  Press  staff,  has  resigned  and  ^ 

lo  svndicate  work.  She  plans  to  Harry  W  ilde  Harris  has  been  appoint- 
the  battlefields  of  France.  advertising  manager  of  the  Book 

Ido  R.  Arnold,  formerly  night  edi-  Section  and  Book  World  of  the  New 
the  Milwaukee  Journal,  is  a  mem-  Sun,  succeeding  Charles  F.  Rideal, 

if  the  faculty  of  the  college  of  resigned. 

alism  of  the  A.  E.  F.  University  W.  Nye  has  resigned  as  adver- 

aune  France.  tising  manager  of  Hearst’s  Magazine  to 

Norton  Johnson,  who  has  just  to  oil  and  metal  properties 

discharged  as  lieutenant  of  artil-  Southwest  and  Arizona, 

ifter  service  in  France,  has  been  Futher  Weaver  and  Charles  Harring- 
automobile  editor  of  the  St.  Louis  advertising  force  of  the  St. 

Dispatch  Dispatch-Pioneer  Press,  have  re- 

)onald  -Adams  has  been  transferred  <tirned  from  a  canvassing  trip  over  the 
the  Providence  (R.  1.)  Daily  Mesaha  iron  range  of  Minnesota, 
al  to  the  Sunday  Journal.  Ed-  Arthur  B.  Bowe  and  M.  H.  Stowell 

Collins,  formerly  at  the  Paw-  left  the  classified  department  of  the 

t  branch  of  the  Journal,  has  gone  Patil  Dispatch-Pioneer  Press. 

;  Providence  News  as  correspond-  J;  y'^'*ssell,  for  nine  years  with  the 

om  Newport.  advertising  departments  of  Chicago 

nk  e‘.  Nolan,  upper  court  reporter  '-ewspapers,  has  become  head  of  the 
le  Bridgeport  (Conn.)  Post,  is  con-  merchandise  and  service  department  of 

in  Englewood  Hospital  with  *1’^, 
gg  h.  W  .  Fruetel  and  M.  H.  Severson  are 

IS  Lucy  Mulcahy  of  the  Utica  recent  accessions  to  the  classified  adver- 
i’.)  Herald-Dispatch  staff,  and  Dr.  of  the  St.  Paul  Dispatch- 

V  T-lirliman  will  hp  married  this  Pioneer  Press. 


Miss  Florence  Prevost 


PcRTL.\ND,  Ore.,  June  3. — Portland 
women  engaged  in  advertising,  who  re¬ 
cently  were  denied  membership  in  the 
Portland  .Ad  Club,  have  formed  an  or¬ 
ganization  of  their  own,  called  the  Ad¬ 
vertising  Woman’s  Club  of  Portland. 
It  starts  off  with  an  enthusiastic  mem¬ 
bership  and  a  determination  to  make  a 
success. 

When  the  men  declined  to  open  their 
membership  rolls  to  women,  they  sug¬ 
gested  that  they  would  have  no  objec¬ 
tion  to  the  formation  of  a  women’s  aux¬ 
iliary. 

But  the  women  decided  they  would 
not  be  a  mere  auxiliary  to  any  men’s 
organization.  Their  leaders  are  :  Presi¬ 
dent,  Miss  Florence  Prevost ;  vice-presi¬ 
dent,  Miss  Hazel  Gough ;  secretary, 
Mrs.  Ocean  Jolly;  treasurer,  Miss  Kath¬ 
ryn  Coffield;  historian.  Miss  Onida  Her- 
hily. 


The  Lou.ij'ville  Herald 
has  signed  a  contract  for  the 
Haskin  Service  for  one  vear 


The  Public  is  intro¬ 
duced  to  the  Govern¬ 
ment  and  the  possi¬ 
bility  of  benefit 
through  using  it  by 
the  Haskin  Letter  and 
the  Haskin  Informa¬ 
tion  Bureau  and  Bul¬ 
letin  Service. 


Try  us  with  a  question.  Address  Frederick  J.  Haskin,  Washington,  D.  C. 
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TIPS  FOR  THE  AD  MANAGER 


SiiEKMAN  &  Bryan,  79  Fifth  avenue, 
Xew  ^  ork.  Again  placing  orders  with 
newspapers  for  Snellenberg  Clothing 
Company. 

Fred  Sommers,  810  Broad  street, 
Newark.  Reported  will  place  orders 
with  newspapers  for  Peter  Breidt  Com¬ 
pany. 

Street  &  Finney,  171  Madison  ave¬ 
nue,  Xew  York.  Are  conducting  a  mer¬ 
chandising  and  advertising  investigation 
for  Ludlow  Manufacturing  Company. 

M.  Howard  Strong  .Advertising 
-Agency.  33  Lyman  street,  Springfield, 
Mass.  Placing  10-in.  orders,  to  run 
every  Monday  for  six  months,  for  Xa- 
tioral  Blank  Book  Manufacturers’  .Asso¬ 
ciation. 

J.  W  alter  Tiio.mp.son  Company,  242 
Madison  avenue,  Xew  A'ork.  Placing 
orders  with  some  Xew  York  ('ity  news¬ 
papers  for  Caldwell-Burnett  Corpora- 
lioii;  will  handle  advertising  for  Stanley 
lii'iilaiing  Conii»any. 

W  ARFiEt.D  .A'dvfrtisinc  COMPANY.  Far- 
nam  huilding,  Omaha.  Reported  will 
make  up  a  newspaper  list  during  July 
and  August  for  Skinner  Manufacturing 
Company. 

Birnft-Kuhn  .Agency.  39  La  Salle 
street,  Chicago.  Has  heen  appoitited  to 
handle  the  South  Bend  Watch  Com¬ 
pany’s  advertising. 

Chamiif.rs  .Agency,  Maison  Blanche 
huilding.  Xew  Orleans.  .An  advertising 
campai.un  is  about  to  lie  started  in  news¬ 
papers  west  of  the  Mississippi  by  the 
Purity  Protlucts  Company,  Chattanooga, 
on  “Reif s  Special.”  a  cereal  beverage. 

X.  W.  .Ayer  &  Son,  300  Chestnut 
street.  Philadelphia.  Reported  will 
make  up  list  during  July  for  W'illiam 
Demnth  &  Co.;  agaiti  placing  orders 
with  newspapers  for  Mint  Products 
Company. 

Gforge  Bxtten  Company,  Fourth 
.Avenue  building,  Xew  A’ork.  Placing 
1-t.  orders  with  newspajH’rs  for  Elliott- 
Fisher  Company. 

Krwin  &  Wasey  Company,  58  E. 
AVashiugton  street,  Chicago.  Reported 
will  make  up  lists  during  July  for  Oak¬ 
land  Motor  Car  Company. 

-At  BERT  Frank  &  Co.,  26  Beaver  street, 
Xew  York.  .Again  placing  orders  with 
newspapers  for  Canadian  Pacific  Rail¬ 
way. 

L.  S.  CiOLDSMiTH.  244  Fifth  avenue, 
Xew  York.  Again  placing  orders  with 
newspapers  for  Goodall  Worsted  Com¬ 
pany. 

Hall  &  Emory  .Agency,  Gasco  build¬ 
ing,  Portland,  Ore.  Placing  orders  with 
some  large  city  newspapers  for  Pacific 
Northwest  Tourist  .Associatitm. 

Honig-Coopf.r  Company,  74  Xew 
Montgomery  street.  San  Francisco. 
Placing  orders  with  newspapers  for  Cali¬ 
fornia  Baby  Lima  Beans. 

Hoyt’s  Service,  120  W .  22nd  street, 
Xew  A’ork.  Placing  orders  with  some 
Xew  A’ork  City  newsiiapers  for  La  Xa- 
cion. 

\\  YLiE  B.  Jones  .Advertising  .Agency, 
Binghamton.  Reported  will  make  up 
list  of  newspapers  during  next  sixty  days 
for  Booth’s  Hyomei  Company. 

Philip  Koebe  Company.  220  Fifth  ave¬ 
nue.  Xew  A’ork.  Places  the  advertising 
for  Proper  Cigar  ('ompany. 

La  Port  .Austin,  261  Broadway, 
Xew  A'ork.  Placing  orders  with  news¬ 
papers  that  have  rotogravure  sections 
for  Syracuse  Washer  Corporation. 

H.  K.  McCann  Company,  61  Broad¬ 
way,  New  A’ork.  Placing  adveriising 
for  Portage  Rubber  Company. 

AV.  A.  P.ATTERSON  COMPANY,  1  Madi- 
son  avenue.  New  York.  Placing  adver¬ 
tising  for  Dailey  &  Co. 


Samelow  Agency,  127  N.  Dearborn 
street,  Chicago.  Rejiorted  will  make  up 
newspaper  list  during  July  for  Bass 
Camera  Company. 

L.  .A.  Sandlass,  7  Clay  street,  Balti¬ 
more.  Placing  orders  with  newspapers 
for  F'ruit  Pudding  Company. 

JUNIORS  ELECT  CORRIGAN 

Eight  Service  Member>  Welcomed  Home 
by  £.  Lansing  Ray 

St.  Loui§,  June  2. — J.  Vincent  Corri¬ 
gan,  who  headed  the  “white”  ticket,  was 
elected  president  of  the  Junior  .Advertis¬ 
ing  Club  of  St.  Louis  at  the  annual  elec¬ 
tion  last  Tuesday.  Other  officers  elected 
follow :  First  vice-president,  C.  H.  Mil¬ 
ler,  Jr.;  second  vice-president.  Jack  Eb- 
binghaus;  third  vice-president,  E.  J. 
Ryan ;  recording  secretary,  Warren 
Teskey;  corresponding  secretary,  Carl 
Zerweek;  financial  secretary.  Frit*  Gro- 
lock;  treasurer,  John  George. 

Following  the  election,  a  banquet  was 
g^’en  at  the  Missouri  .Athletic  .Associa¬ 
tion,  when  eight  members  of  the  club 
who  had  returned  from  war,  were  guests 
cif  honor.  E.  Lansing  Ray,  president  of 
the  Globe-Democrat,  was  toastmaster, 
and  delivered  a  four-minute  talk  on 
“A’ictory.” 

New  Men  with  Poughkeepsie  Star 

Poughkeepsie.  X.  A’.,  June  3. — .Alfred 
S.  Jones,  for  eleven  years  city  editor  of 
the  Ausonia  (Conn.)  Sentinel,  is  now 
with  The  .Star  in  a  similar  capacity.  Wil¬ 
lard  CtKiper  who  recently  resigned  his 
commission  as  ensign  in  the  Navy, 
comes  to  the  Star  from  the  Boston 
Traveler,  to  become  news  editor  and  ed¬ 
itorial  writer.  Thomas  McCarthy,  who 
has  just  sold  the  New  Paltz  Times,  will 
join  the  Star  in  July  as  assistant  adver¬ 
tising  manager.  Maurice  F.  Duhamel, 
for  ten  years  on  the  editorial  staff,  will 
leave  in  July  to  take  up  advertising  work 
with  a  large  firm  in  Boston. 

Bruee  Directs  ‘"'W.  S.  S.”  Publicity 

.Ait.ANTA,  (ia.,  June  2. —  Bruce  Hall, 
former  well  ktiowu  Atlanta  newspaper 
man,  who  throughout  the  war  has  been 
assistant  publicity  director  for  the  Lib¬ 
erty  Loan  in  the  Sixth  District,  has  been 
appointed  director  of  publicity  for  the 
savings  division  of  the  War  Loan  or¬ 
ganization.  Mr.  Hall  has  established 
offices  of  the  division  in  the  Rhodes 
Building. 

Mrs.  Wilcox  Critically  Ill 

News  dispatches  from  Loudon  say 
that  Ella  \\  heeler  Wilcox,  the  famous 
American  writer,  is  dangerously  ill  from 
overstrain  in  war  work.  She  is  being 
cared  for  in  a  nursery  home  in  Bath. 
Mrs.  Randall,  of  New  York,  who  ac¬ 
companied  Mrs.  \\  ilcox  to  England,  is 
constantly  at  her  bedside.  The  attend¬ 
ing  physician  holds  out  slight  hopes  of 
her  recovery. 

Crate  Back  at  Old  Post 

Dttawa,  Out..  June  4. — J.  S.  Crate, 
who  recently  left  the  managing  editor¬ 
ship  of  the  Journal  newspapers,  this  city, 
with  the  intention  of  acquiring  a  paper 
of  his  own,  has  returned  to  his  old  post, 
while  J.  Ross  Munro,  who  succeeded  Mr. 
Crate,  is  leaving  the  Journal  to  become 
news  editor  of  the  Toronto  Globe. 


Suet  Portland  Telegram 
Portland,  Ore.,  June  2. — The  Port¬ 
land  (Ore.),  Telegram  has  been  sued  for 
$10,000  by  St.  Clair  Wood,  a  stereo¬ 
typer,  who  was  injured  by  a  chisel  while 
working  for  that  paper. 


ADVERTISEMENT  NO,  15 
Names  Changed  Each  Insertion 

EDITOR  &  PUBLISHER 

The  Oldest  Publishers*  and 
Advertisers’  Journal  in  America 

“Grows  Younger  as  It  Grows 
Older” 


Constantly  rendering  a  more  helpful  construe^ 
tive  SERVICE  as  "The  Newspaper  Advocate" 


The  following  names,  and  those  previously  published  and 
hundreds  of  other 

National  Advertisers 

who  buy  advertising  space  in  the  newspapers,  pay  for  and 
read  EDITOR  &  PUBLISHER  for  its  service  value  to  them: 


.Anglo  Newfoundland  Dev.  Co., 

The  Fleetway  House  Farringdon  St., 
London,  England 

Missions  Adv.  Dept., 

Tokyo,  Japan 

The  Garvey-Anderson  Co., 

107  Opera  Place, 

Cincinnati,  Ohio 

Nestles  Food  Co., 

William  St., 

New  York  City 

The  Omega  Chemical  Co., 

New  York  City 

J.  F.  Pevear  Stien-Block  Co., 
Rochester,  New  York 
J.  M.  Matthews  Co., 

Buffalo,  New  York 

National  Premium  Co., 

W.  4,5*  St, 

New  York  City 
Nestles  Food  Co. 

New  York  City 

Turkett,  Ltd, 

Hamilton,  Canada 
H.  H.  Caswell, 

W.  Q.  Young,  Inc, 

Springfield,  Mass. 

Wilmer  Atkinson, 

Wilmer  Atkinson  Co, 

Philadelphia,  Pa. 

Paul  Newmeyer, 

617  Sloan  Bldg, 

Cleveland,  Ohio 


Colgate  &  Co, 

199  Fulton  St, 

New  York  City 

J.  W.  Speare, 

Todd  Protectograph  Co, 
Rochester,  New  York 

The  Thompson-Koch  Co, 

32  West  6th  St, 

Cincinnati,  Ohio 

W.  T.  Chollar, 

Atlas  Portland  Cement  Co, 
New  York  City 

E.  W.  Van  Dusen, 
Schenectady,  New  York 

Pittsburg  White  Metal  Co, 
160  Leroy  St, 

New  York  City 

Realty  Publishing  Co, 

120  West  42d  St, 

New  York  City 

Perkins-Goodwin  Co, 

New  York  City 

Johnson  &  Johnson, 

New  Brunswick,  New  Jersey 

Victor  C.  Breytsprack, 
Chicago,  Illinois 

Buckley  Dement  &  Co, 
Chicago,  Illinois 

Export  Adv.  Agency, 
Chicago,  Illinois 

Honig-Cooper  C, 

San  Francisco,  Cal. 


EDITOR  &  PUBLISHER  prints  the  news  about  newspapers  and 
interprets  newspaper  conditions.  EDITOR  &  PUBLISHER  prints  the 
news  about  National  Advertisers  and  their  activities,  with  expert  discos- 
sions  of  advertising  problems.  That  is  why  space  buyers  and  publishers 
have  a  dollar  and  cents  interest  in  EDITOR  &  PUBLISHER.  That  is 
why  thev  read  it  regularly. 

If  there  is  anything  spaee  buyers  ought 
to  know  NOW  about  YOUR  NEWS¬ 
PAPER,  advertise  to  them  through 
EDITOR  &  PUBLISHER  advertising 
columns. 
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EDITOR  &  PUBLISHER 


Q& A 

Service  Department 


NOTICE:  QaestioD*  concerntug  newspaper  technical  trade  matters  and  newspaper  ad- 
TsrtUing  should  he  addressed  to  Editor,  EDITOR  ft  PUBLISHER,  1117  World  Building, 
New  York.  These  communications  and  answers  will  be  published,  unless  the  corres¬ 
pondent  requests  piirate  repljr;  then  self-addressed  stamped  enrelope  should  he  furnished. 
Correspondents  desiring  anonymlt;  should  Indicate  Initials  to  be  published. 


Q. — I,  acting  as  a  syndicate  salesman,  frequently  run  into  editors  who  tell  me 
that  matter  I  am  offering  for  sale  to  them,  and  which  is  established  as  real  suc- 
ce.sses  in  other  cities,  is  not  appropriate  for  “our  class  of  people.”  I  have  in 
mind  an  editor  in  a  city  of  more  than  a  hundred  thousand  who  turned  down  a 
comic  which  is  popular  everywhere,  even  in  his  own  State,  because  the  people 
of  his  tow’ll,  as  he  said,  would  think  it  “vulgar.”  Don’t  you  think  that  human 
nature  is  the  same  the  world  around  and  that  a  comic  which  will  make  ’em  laugh 
in  New  York  will  also  tickle  the  funny  bone  of  the  people  of  New  England,  the 
West  or  the  South — anywhere  it  appears?  T  read  Q.  and  A.  interestedly  and 
would  like  to  hear  what  you  say.  No  bet  involved  S.  St.  C. 

A. — Don’t  bet  on  it.  Human  nature  is  not  “alike”  the  world  over,  particularly 
in  the  matter  of  humor.  It  may  be  said  quite  truly  that  there  are  certain  funda¬ 
mentals  common  to  all,  but  humor  is  a  matter  of  taste  and  the  editor  who  does  not 
discriminate  in  his  selections  is  not  playing  the  game.  Perhaps  he  does  not  know 
his  public— only  thinks  he  does — but  |ie  is  boss  and  responsible.  There's  plenty  of 
matter  to  meet  all  tastes. 


Q. — What  reserve  allowance  would  you  advise  to  carry  to  cover  loss  on  bad 
advertising  bills?  “Akron.” 

A. — You  know  the  state  of  your  business  for  six  months — draw  an  average. 
Properly  solicited  advertising  should  not  run  a  profit  and  loss  account  in  excess  of 
2  per  cent,  on  any  newspaper.  You  do  right  to  carry  a  reserve. 

Q. — In  the  general  increase  in  advertising  we  have  not  been  able  to  get 
much  new  classified  business.  It  seems  to  be  lagging  and  as  that  is  my  particular 
resjionsibility  on  this  paper,  I  wonder  why  there  is  no  proportionate  lineage  gain. 
Is  classified  moving  up  in  lineage  in  other  papers  over  the  country? 

M.xrtin  - . 

A.  -We  know  of  so.me  conspicuous  instances  wherein  the  April,  1919,  classified 
lineage  fell  behind  the  record  for  the  corresponding  month  last  year.  This  is  true 
on  some  newspapers  that  specialize  on  liners.  On  the  other  hand  we  know  of 
papers  that  have  made  excellent  gains.  In  the  month  of  May,  1919,  for  instance, 
the  Birmingham  (Ala.)  News  published  110,978  lines  of  classified  as  against  70,350 
in  May,  1918.  This  is  one  of  the  best  gains  we  know  of.  The  News,  however,  had 
a  total  lineage  for  last  May  of  1,139,278,  as  against  720,622  for  May,  1918.  The  real 
estate  market  is  much  upset  in  many  cities,  due  to  housing  shortage  and  this  has  hit 
classified.  Also  the  help  wanted  and  situations  wanted  columns  are  not  up  to 
standard  in  many  cities.  Our  own  opinion  is  that  in  the  big  advertising  boom  many 
publishers  have  permitted  classified  to  run  without  much  promotion  or  urging, 
being  preoccupied  with  heavy  space. 

Q. — There  is  a  periodical  published  in  the  State  of  California  devoted  to 
the  rice  industry,  and  I  presume  you  could  furnish  the  name  of  it.  Will  you 
kindly  favor  me?  P.  H.  M. — St,  Louis. 

A. — We  know  of  no  such  periodical  in  California  and  do  not  believe  there  is 
any,  but  the  Rice  Journal  is  published  at  Crowley,  Louisiana. 


Saw  Peace  Terms  Presented 
to  German  Delegates 

L.  V.  Ashbaugh  Had  Unusual  Honor — 
Says  Brockdorff-Rantzan  Was 
Unalde  to  Rise 


One  of  the  few  men  not  in  the  diplo¬ 
matic  service  who  was  present  when 
the  peace  terms  of  the  Allies  were  pre¬ 
sented  to  the  German  delegates  at  Ver¬ 
sailles  was  L.  V.  Ashbaugh,  vice-presi¬ 
dent  of  the  United  Press  Associations 
and  president  of  the  Clover  Leaf  News¬ 
papers.  Mr.  .Ashbaugh  is  just  back 
home  after  spending  two  months  in 
Europe. 

“Count  von  Brockdorff-Rantzau,  head 
of  the  German  delegates,  was  criticised 
by  newspapers  because  he  remained 
seated  when  he  made  reply  to  Clemen- 
ceau,  but  my  own  opinion  is  that  he  did 
not  rise  because  he  was  afraid  he  would 
fall  down,”  said  Mr.  Ashbaugh  to  Edi¬ 
tor  &  PuBLisHKR.  “His  face  was  ashen 
and  he  looked  as  if  it  was  all  he  could 
do  to  keep  on  living.  President  Wilson 
had  the  most  satisfied  look  on  his  face 


that  I  saw  there.” 

Mr.  Ashbaugh  went  abroad  with  Roy 
Howard,  president  of  the  United  Press 
Associations,  to  see  about  re-establish¬ 
ing  the  service  of  that  organization  in 
Germany  and  Austria,  and  also  to  confer 
with  South  Americans  who  were  there 
concerning  a  special  cable  service  to 
South  America. 


Plain  Dealer  Makes  Changes 

Cleveland,  June  2. — The  Plain  Dealer 
building’s  fifth  floor,  “editorial  depart¬ 
ment,"  is  undergoing  some  changes  in 
order  that  the  mechanical  department 
on  the  sixth  floor  may  have  more  room. 
The  “printers’  department”  has  become 
too  small.  The  associate  editor,  edi¬ 
torial  writers  and  Cartoonist  Donahey 
have  been  “rooted”  from  their  rooms  on 
the  fifth  floor  and  given  quarters  on  the 
fourth  floor.  A  shift  of  some  of  the  bus¬ 
iness  forces  from  an  upper  floor  to  the 
ground  floor  has  also  been  made. 

The  Plain  Dealer  is  extending  its  me¬ 
chanical  facilities  to  meet  the  constantly 
increasing  demands  upon  it,  due  to 
growth.  One  of  its  orders  placed  is  for 
a  latest  model  Hoe  rotogravure  press. 


New  Jersey 

A  Big  Little  State 


New  Jersey,  with  its  7,525 
square  miles,  looms  up  pret¬ 
ty  small  on  the  map,  espe¬ 
cially  when  compared  with  Texas,  say, 
with  its  265,896  square  miles. 

Texas  is  over  thirty-five  times  as  large 
as  New  Jersey — in  square  miles — 
and  about  twice  as  large  in  popu¬ 
lation. 

Thirty-five  times  as  hard  to 
cover  with  road  men 
and  the  selling  possi¬ 
bilities  about  double. 
Hudson  County,  New 
Jersey,  with  65  square 
miles — the  smallest  county 
in  the  state — is  the  home  of  575,- 
000  people.  Hoboken  is  in  Hudson 
County. 

Essex  County  has  575,000  people. 
Newark  is  in  Essex  County. 

And  other  counties  in  this  big  little 
state  go  to  swell  the  population  to  3,- 
000,000  busy,  prosperous,  merchandise¬ 
buying  folks  whose  trade  is  im¬ 
mensely  valuable. 

These  people  read  home  newspapers,  and 
the  list  herein  attached  can  do  great 
work  for  national  advertisers  who  want 
markets  in  this  great  big 
little  state  of  New  Jersey. 


> 


Circulation.  Rate  5,000  lines 


Asbury  Park  Press  (E)  .  7,122  .0225 

Atlantic  City  Press  (M)  Union  (E)  .  14,871  .035 

Elizabeth  Journal  (E)  (A.B.C.)  .  17,656  .04143 

Hackensack  Record  ^ .  4,879  .0178 

Hudson  Observer  (Hoboken)  .  43,000  .07 

Passaic  Herald  (E)  .  10,019  .025 

Passaic  News  (E)  .  8,427  .025 

Paterson  Press-Guardian  (E)  .  12,686  .03  ' 

Perth  Amboy  Evening  News  (E)  .  *8,723  .025 

Plainfield  Courier-News  (E)  .  7,908  .0214 


Government  Statement,  April  1st,  1919. 
•A.  B.  C.  Report,  April  Ist,  1919. 
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FACILITIES  OVERTAXED  BY 
RECORD  BUSINESS 


{Continued  from  Page  8.) 

clom  from  dull  months  and  disorganized 
intervals. 

"The  modernized  efficient  advertising 
agency  is  working  effectively  for  this 
ver>-  desirable  condition  for  the  pub¬ 
lisher.*;. 

“The  .\merican  Association  of  Adver¬ 
tising  Agencies  has  endorsed  to  its  mem¬ 
bers  a  plan  for  close  co-operation  with 
publishers,  to  avoid  the  forcing  of  na¬ 
tional  advertising  into  the  heavy  days 
of  the  week.  Following  this  thought 
is  the  greater  one  of  extending  the  cam¬ 
paign  into  twelve  months  instead  of  only 
part  of  the  year. 

Plan  Endorsed 

"Newspaper  publishers  generally,  even 
the  publisher  of  the  small  local  daily 
and  weekly,  appreciate  the  service  of 
the  correct  advertising  agency  today 
and  the  spirit  of  team  work  is  every¬ 
where  apparent.  This  spirit  will  do 
more  to  make  for  advertising  prosperity 
than  all  else,  and  all  of  us  should  re¬ 
member  that  advertising  prosperity 
brings  national  prosperity. 

"Prosperous  days  for  newspaper  pub¬ 
lishers  have  come.  It  was  to  have  been 
expected. 

“It  was  the  obvious  thing  to  predict. 

"Should  advertising  run  into  large 
volume  it  meant  a  large  use  of  news¬ 
paper  space.  In  no  other  way  could 
large  volume  present  itself. 

“.Advertising  has  reached  a  national 
volume  today  which  compels  still  more 
advertising. 

“The  great  expansion  field  is  the 
newspaper.  The  limit  to  which  the  na¬ 
tional  advertiser  may  expand  through 
newspapers  will  not  be  reached  for 
years.  The  happy  prospect  of  new  cor¬ 
ners  of  the  field  to  conquer  will  spread 
out  l)efore  the  eyes  of  national  adver¬ 
tisers  for  many  seasons. 

Bright  Outlook 

“This  argues  properly  that  the  pros¬ 
perity  of  the  newspaper  publisher  will 
be  on  an  upward  scale  for  years. 

“Every  cross-road  in  the  country  has 
a  worth  while  buying  power  today.  The 
newspaiter  reaches  to  the  last  home  and 
therefore  offers  to  the  advertiser  the 
facility  for  intensification  of  sales  ef¬ 
fort.  which  is  as  comprehensive  as  it  is 
gigantic  in  its  proportions. 

“Foreseeing  what  was  coming  in  the 
newspaper  field,  the  .American  Associa¬ 
tion  of  .Advertising  .Agencies  suggested 
the  standard  rate  card  to  every  pub¬ 
lisher  in  the  country. 

“This  was  done  with  a  view  to  mak¬ 
ing  the  sale  of  advertising  space  prac¬ 
tical  and  easy  in  every  newspaper  in 
the  country. 

“We  believed  the  big  day  for  the 
newspaper  was  at  hand,  and  undertook 
to  make  the  sale  of  their  space  soundly 
and  accurately  merchandisable. 

“Clean  circulation  figures  and  sound 
rates  are  vitally  important  now.  so  that 
the  prosperity  coming  to  the  newspaper 
may  not  be  impaired.  Every  newspaper 
in  the  country  can  look  for  more  na¬ 


tional  advertising,  and  can  do  its  share 
to  promote  the  permanence  of  the  grow¬ 
ing  volume  by  taking  off  unnecessary 
restrictions  and  penalties  which  some 
newspapers  put  on  foreign  advertising. 

"Every  newspaper  in  the  country  can 
say  that  it  is  represented  in  all  of  the 
eighteen  larger  advertising  markets  of 
tlie  Cnited  States  by  one  or  more  mem¬ 
bers  of  the  .American  .Association  of 
.Advertising  .Agencies.  These  agencies 
not  only  represent  all  the  newspapers, 
but  are  creating  for  them,  constructing 
for  them,  building  for  them. 

"The  splendid  manner  in  which  the 
tiewspapers  generally  have  co-operated 
with  our  association  in  adopting  the 
standard  rate  card  is  splendid  evidence 
of  continued  advertising  prosperity.  It 
shows  a  degree  of  sympathetic  co-opera¬ 
tion  on  the  part  of  the  publishers  which 
is  encouraging  to  our  members  to  work 
harder  to  create  more  advertising. 

“The  material  for  new  advertisers  is 
not  yet  fully  surveyed.  The  manufac¬ 
turer  who  merely  wants  to  preserve  his 
present  volume  is  now  finding  himself 
compelled  to  turn  to  advertising,  as  well 
as  the  manufacturer  who  wants  to  in¬ 
crease  his  output  and  improve  his 
profits.’’ 

If  estern  Publisher 

Tells  of  Bumper 

Crops  and  Prices 

H.  N.  Owen,  editor  and  publisher  of 
Farm,  Slock  and  Home,  an  agricultural 
publication,  published  in  Minneapolis, 
was  in  New  A’ork  this  week  attending 
a  conference  called  by  the  United  States 
(irain  Corporation  by  Julius  Barnes, 
president,  to  devise  plans  and  methods 
of  caring  for  the  storage  of  the  1919 
wheat  crop  Mr.  Owen  was  accom¬ 
panied  by  Railroad  Commissioners  Ja¬ 
cobson  of  Minnesota,  .Aandahl  of  North 
Dakota,  and  .Murphy  of  South  Dakota. 

“1  he  1919  wheat  crop,  for  the  hand¬ 
ling  of  which  Congress  appropriated  one 
billion  dollars,  is,  in  its  present  prospect, 
an  enormous  one,  and  liecause  of  it,  the 
present  unbounded  prosperity  of  the 
Northwest  will  be  tremendously  aug¬ 
mented,"  he  said. 

“The  value  of  the  five  1918  grain 
crops,  wheat,  barley,  rye,  oats  and  hay, 
was  $1,116,600,000.  Just  those  five  crops 
alone  averaged  each  one  of  Minnesota’s 
156.000  farmers  $2,229.28.  North  Da¬ 
kota  has  74,000  farmers  and  the  average 
for  them  was  $4,864.84,  and  each  of 
South  Dakota's  77,000  farmers  averaged 
$3,562.15.  Only  the  direst  calamity  can 
prevent  the  doubling  of  these  figures  for 
1919.  .Ainl  mind  you.  the  figures  just 
cpioted  do  not  include  corn,  now'  selling 


U.  S.  P.  O.  Report 

For  the  period  ending  April  1,  1919, 
Average  Dailv  and  Sundav  Circulation 

76,652 

New  Orleans  Item 

Enjoys  the  largest  afternoon  and 
Sunday  net  paid  circulation  of  any 
newspaper  published  in  the  entire 
South. 


Advertising  for  Special  Issues  of  Daily  Papers  and  Maga¬ 
zines  handled. 

Souvenir  Programs  of  big  events  and  publicity  of  any  nature 
conducted. 

If  you  have  a  legitimate  reason  for  producing  something 
special  I  have  the  men  and  means  to  do  it. 

J.  L.  LeBERTHON 

2  RECTOR  STREET  NEW  YORK  CITY 


at  $1.75  a  bushel,  nor  flax,  which  brings 
$4.25,  nor  the  65  cents  paid  at  the  farm 
for  butter  and  40  cents  the  farmer  gets 
at  his  door  for  a  dozen  eggs,  and,  last, 
but  by  no  means  least,  hogs,  at  $21.00 
per  hundred  weight,  nor  $17.00  for  good 
beef  steers  on  the  hoof.’’ 

Mr.  Owen  said  the  zone  postal  system 
was  working  great  hardship.  “One  of 
the  daily  new'spaper  boys  told  me  it 
would  cost  him  $9.00  per  copy  for  mail 
charges  alone  to  get  his  paper  into  Mon¬ 
tana,’’  he  said,  adding,  “He  isn’t  going 
to  do  it,  that’s  all.’’ 

Asked  about  the  new  daily  newspaper, 
The  Star,  about  to  be  started  in  Min¬ 
neapolis  by  the  Non-Partisan  League, 
Mr.  Owen  said:  “Those  folks  have  a 
corking  good  newspaper  in  Fargo  and 
another  in  Grand  F'orks,  North  Dakota. 
Practical  newspaper  men  get  the  sheets 
out.  They  handle  the  news  in  good, 
clean,  unbiassed  shape,  and  do  not  over¬ 
burden  their  columns  with  their  own 
propaganda.’’ 

Sidney  M.  Owen,  the  present  pub¬ 
lisher’s  father,  was  for  twenty-five  years 
publisher  of  Farm,  Stock  and  Home. 

“I  want  to  equal  his  record,”  said  his 
son. 

Will  Handle  Big  Church  Fund 

Richmond,  Va.,  June  2. — John  Stewart 
Bryan,  publisher  of  the  News-Leader 
and  secretary  of  the  A.  N.  P.  A.,  has 
been  elected  trustee  of  the  church  pen¬ 
sion  fund  of  the  Episcopal  Church, 
amounting  to  $11,000,000.  The  interest 
from  the  fund  amounts  to  $1,000,000,  and 
is  utilized  for  benefiting  clergymen  and 
their  families.  It  is  one  of  the  largest 
pension  systems  of  its  kind  in  the  world. 


Pay  a  Fine  Testimonial  to 
L.  A.  N.  DeLisser 


Retiring  Advertising  Manager  of  N.  Y. 

Evening  Sun  Organizes  Firm  of 
Publishers’  Representatives 

Friends  and  associates  on  the  New 
York  Evening  Sun  have  presented  L.  A. 
N.  DeLisser,  retiring  advertising  mana¬ 
ger,  with  a  hand-painted-on-vellum  tes¬ 
timonial  and  a  handsome  brass-mounted 
desk  set  of  18  pieces,  as  a  token  of  the 
esteem  in  which  they  hold  him  and  to 
wish  him  success  in  his  new  business 
venture.  Mr.  DeLisser  has  entered  busi¬ 
ness  on  his  own  account  as  a  member 
of  the  firm  of  Hamilton-DeLisser,  Inc., 
publishers’  representatives. 

The  testimonial  bore  the  following  in¬ 
scription  : 

“To  Mr.  Leicester  Audley  Norman  De  Llsser: 

"Tlie  following  members  of  the  staff  of  The 
Eyenliig  Sun  and  others  of  your  many  friends, 
take  this  opportunity  of  expressing  to  you  their 
regard,  esteem,  and  affection  on  the  termination 
of  your  long,  arduous  and  honorable  career,  with 
that  publication,  and  on  which  your  abilities,  ef¬ 
forts,  and  faithful  work  have  meant  so  much 
for  Its  success. 

“Tliey  also  wish  you  a  still  further  success, 
in  your  own  new  connections,  and  Interests,  to¬ 
gether  with  all  health  and  happiness,  and  they 
ask  you  to  kindly  accept  the  accompanying 
eighteen  piece  desk  set — one  piece  for  each  year 
of  your  increased  accomplishment — as  a  per¬ 
manent  reminder  of  their  heartfelt  admiration 
for  you. 

“New  York  City, 
“May  the  31st,  1919.” 

The  presentation  was  made  through  a 
committee  consisting  of  Frank  Mc¬ 
Laughlin,  Philip  Bleeth  and  Charles  F'. 
Rideal.  Miss  Irene  A.  Manning  was 
.secretary-treasurer  of  the  fund  sub¬ 
scribed. 


Hosts  to  J.  C.  MacKnight 

.Atl.\nt.\.  Ga.,  June  2. — J.  C.  Mac- 
Knighi,  former  consul  to  St.  Helena, 
and  probably  the  only  living  American 
who  had  the  honor  of  visiting  Victor 
Hugo,  the  great  French  writer,  was  com¬ 
plimented  by  the  -Atlanta  Writers’  Club 
by  a  program  consisting  of  the  reading 
of  his  poems  and  plays. 


P.  A.  (“Pete”)  Grady,  late  of  the  Kan¬ 
sas  City  Journal,  is  now  assistant  editor 
of  the  Kansas  City  Kansan. 


^upremac^ 

The  Indianapolis  News  carries 
practically  as  much  space  both 
from  local  and  national  adver- 


Japan  to  Have  A.  A.  C.  W. 

The  foundations  are  being  placed  for 
the  building  up  of  an  association  of  ad¬ 
vertising  clubs  in  Japan;  steps  have  been 
taken  for  the  forming  of  a  club  in 
Tokyo  under  the  direction  of  the  Asso¬ 
ciated  .Advertising  Clubs  of  the  World, 
with  which  all  the  clubs  that  may  be 
formed  in  Japan  will  be  affiliated. 


tisers  as  all  other  Indianapolis 
papers  combined  including 
Sunday  editions.  It  has  been 
doing  this  for  fifty  years. 


TflEI/SDIAlNAPOLIS 


Charttr 

Member 

A,  B.  C. 


NEWS 


fbr  so ytws  a  Newspaper. 


Pulilishers — 

The  S  &  M  Insured  Agency  D -I- very 

on  C'luH'kinK  (  opies — delivers 
YCUR  paper  to  the  Adv.  Agencies— of 

24  HOURS  EARLIER  than 
“Second  Class”  Mail  Service 
CAN! 

We  want  you  to  make  us  **prove  it" 
This  is  only  one  "Reason  Why" 
you  should  use  S  S:  M  Service — at 
$3.00  Monthly — Daily  Publications. 
Glad  to  tell  about  the  others. 


450  Fourdv  Ac,.'N.Y.  7205-75W6MiJSt 


(150x280) 


The  Detroit  News 


The  only  Detroit  paper  separating 
daily  and  Sunday  circulation  in  its 
semi-annual  statements  to  the  govern¬ 
ment. 

Member  Audit  Bureau  of  Circulations 


The 


Pittsburgh 
Post 


has  the  sec¬ 
ond  largest 
morning  and  Sunday  cir¬ 
culation  in  Pittsburgh. 


Reason  Results 

The  merchants  of  Wash¬ 
ington,  D.  C.,  usually  use 
more  space  in 

than  in  the  other  three 
papers  combined 


editorial  workers  need 

ORGANIZATION 


{Continued  from  Page  20.) 
a  woman  editor  .  .  .  wherefore  she  needs 
must  employ  an  amount  of  finesse  in 
dealing  with  him  that  no  man  editor 
would  need.  .  .  . 

"The  great  war  hurt  woman's  position 
in  the  average  newspaper  office  more  than 
anything  else  ever  has  done.  With  his 
staff  decimated  of  men  who  entered 
military  service,  the  average  city  editor 
recruited  hit-or-miss  from  the  first  wom¬ 
en  applicants  for  the  vacancies.  As  a 
result  he  got  a  large  percentage  of  in¬ 
competents  and  now  is  less  tolerant  than 
ever  before  of  women  in  the  field.  .  .  . 

‘‘The  ‘regulars’  have  indubitably 
made  good  in  the  face  of  rank  prejudice 
iiom  men  superiors  in  their  offices,  yet 
still  the  vast  majority  of  them  are  per- 
niittcd  to  handle  only  wishy-washy  ‘wom¬ 
an’  stuff ;  are  not  given  the  real  chances 
1(1  distinguish  themselves  as  the  men  re- 
iKirters  invariably  are.  The  ‘regulars’ 
were  the  pioneers.  Give  them  the  same 
oiipiirtunities  that  you  do  their  mascu¬ 
line  co-workers.  .  . 


Conditions  in  Australia 
“A  most  interesting  speaker  was 
Tlii  nias  Davies  Mutch,  member  of  the 
Parliament  of  New  South  Wales,  Aus- 
Iralia,  who  was  one  of  the  organizers  of 
he  celebrated  newspaperman’s  union  in 
bis  country. 

‘‘We  found,  about  a  decade  ago,”  said 
le,  ‘‘that  wages  and  conditions  of  em¬ 
ployment  in  the  newspaper  profession  in 
Xustralia  were  in  many  cases  far  lower 
ban  those  enjoyed  by  even  unskilled  la- 
or  in  almost  every  other  kind  of  work. 
To  raise  that  standard  and  to  correct  the 
jhvious  injustice  we  bagan  by  organ- 
zing  The  Writers’  and  Artists’  Union, 
ut  of  which  shortly  evolved  the  Aus- 
ralian  Journalists’  Association,  whose 
ntlucnce  to-day  extends  all  over  the 
ontinent.  Its  membership  to-day  com¬ 
prises  90  per  cent  of  the  active  news- 
)a|i(  rmcn  of  the  more  important  dailies 
iiiil  workers. 

“The  Journalists’  Association  is  oper- 
ited  directly  under  the  Commonwealth 
ind  state  arbitration  laws.  It  has  no 
political  or  industrial  affiliations  with 
ptlur  trade  unions  except  on  under- 
tanding  the  printing  societies  for  ac- 
ion  in  matters  of  mutual  concern.  In 
ts  nine  years  of  existence  the  associa- 
ion  has  improved  the  conditions  of 
lewspapermen  in  Australia  fully  100  per 
ent,  particularly  as  relate  to  salaries 
nd  working  conditions. 

CcHoperation  from  Publishers 
“.After  its  purposes  were  thoroughly 
indcrstood  ,  no  appreciable  opposition 
nmi  the  publishers  was  experienced  and 
ewspaper  men  themselves  were  won 
'vir  to  membership  after  the  definite 
?ial)Iishment  of  the  union.  A  system  of 
fading  employes  was  established  by 
nitual  agreement  between  the  publish¬ 
es  and  the  editorial  men  and  has  even 
ctn  incorporated  in  awards  of  the 
ebitration  court,  which  itself  settles  all 
latters  of  disagreement. 
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“A  minimum  wage  of  $40  per  week 
has  been  established  for  what  we  call 
senior  reporters  (i.  e.,  those  exper¬ 
ienced  enough  to  handle  any  sort  of  as¬ 
signment),  and  other  proportionate 
rates  of  remuneration  are  fixed  for 
cadets  (i.  e.,  reporters  of  three  or 
fewer  years’  experience)  and  junior  re¬ 
porters  (i.  e.,  those  who  have  less  than 
seven  years’  experience),  special  writers, 
and  the  like. 

“We  also  have  established  a  48-hour 
work  week,  and  any  overtime  put  in  by 
editorial  men  is  subject  to  extra  pay. 
Women  are  admitted  to  membership  in 
the  Journalists’  Association  as  well  as 
men,  although  we  have  fewer  women 
newspaper  workers  in  Australia  than 
you  have  here  in  the  United  States. 
.  .  .  The  workings  of  the  union  are 
so  eminently  satisfactory  to  all  inter¬ 
ests  that  we  never  yet  have  had  a  strike 
.  .  .  and  I  can  see  no  reason  why  the 
establishment  of  some  similar  organiza¬ 
tion  in  this  country  should  not  work  out 
equally  well.  .  .  . 


Attracts  New  Blood 

“The  improvement  we  have  effected 
in  the  economic  and  industrial  conditions 
of  Australian  journalists,  especially  as 
concerns  their  wage  scale,  has  now  made 
the  profession  attractive  to  men  of 
greater  ability  and  ambitions, — men  who 
previously  never  would  have  considered 
journalism  as  their  life  work.  Fathers 
who  formerly  discouraged  aspirations 
of  their  sons  for  newspaper  work  now 
are  no  longer  prejudiced  against  it.  .  . 

“The  establishment  of  a  minimum 
wage  has  by  no  means  lowered  the  status 
or  earning  capacities  of  men  of  special 
abilities.  On  the  contrary  it  has  very 
considerably  raised  the  standard  of  pay 
and  improved  the  conditions  of  special 
writers  in  every  respect.  .  .  . 

“The  association  publislies  a  monthly 
official  organ  known  as  ‘The  Australian 
Journalist,’  which  is  closely  followed  by 
all  active  members  of  the  profession. 
.  .  .  On  the  social  side  we  have  es¬ 

tablished  a  flourishing  Press  Club  at 
Sydney  and  another  at  Melbourne. 
These  are  kept  directly  under  the  con¬ 
trol  of  men  actively  engaged  in  journal¬ 
ism,  but  associate  members  from  other 
professions  are  admitted.  .  .” 


Cole  and  Rose  Associated 


^  ^  ^ 

THE  ELLIS  SERVICE 

’  *  *  cSwarthmore,'Pa. 


Offering  Two  Weekly  Features 
1  •  A.  “Difforent" Sunday  School  Lesson 
‘2  •  The  Religious  Rambler 

tf*  *fi  •!*  tfi  «}(  4* 


THE  INTERNATIONAL  NEWS  BUREAU,  Inc. 


15  SCHOOL  STREET,  BOSTON,  MASS. 

(/.  J.  BOSDAN,  Editor) 

More  than  120  American  and  Canadian  newspapers  subscribe  to  our  service 


Each  week  our  subscribers  receive  between  30  and  SO  columns  of  copy. 
Authoritative  articles  by  men  of  international  calibre  on  matters  internation¬ 
al,  human  interest  stories  from  all  lands  and  climes,  revelations  of  European 
^urts,  speeches  and  addresses  of  men  and  women  whose  words  influence  the 
thought  of  nations,  translations  from  every  important  foreign  newspaper; 
these  and  numberless  other  items  day  after  day  are  sent  to  our  subscribers. 

IN  SHORT,  MR.  EDITOR— ESPECIALLY  MR.  SUNDAY  EDITOR 
-WE  CONSTANTLY  SPREAD  THE  WORLD  BEFORE  YOU  FROM 
ALL  ANGLES. 

You  will  find  our  monthly  subscription  rates  surprisingly  low. 


MILW  AUKEE  JOURN4L  Canadian  Government  Buys 
WINS  MERIT  PRIZE  $496,645  Ad  Space 


Much  Coveted  Pulitzer  Medal  Is  for 
Most  Disinterested  and  Meritorious 
Public  Service  by  Any  Ameri¬ 
can  Paper  During  the  Year 


Cleveland.  Ohio,  June  2. — Roland 
Cole  has  become  associated  with  Will¬ 
iam  Ganson  Rose,  of  this  city,  in  the 
.American  Bank  Service  Association. 
Both  are  well-known  advertising  men. 
Mr.  Cole  was  until  recently  with  the 
Yawman  A-  Erbe  Manufacturing  Com¬ 
pany,  Rochester,  N.  Y. 


Fifty  leading  newspaper  pub¬ 
lishers  in  the  United  States  and 
Canada  will  tell  you  that  their 
membership  in  The  Associated 
Newspapers  was  worth  more  than 
it  cost  at  the  start  and  has  steadily 
increased  in  value  since. 


If  your  city  is  open,  you  may  join 
at  the  same  proportionate  rate,  and 
secure  the  greater  value  they  have 
already  built  up. 


Write  or  wire  for  rates. 


The  Associated  Newspapers 

170  Broadway  New  York 


That  Much  Was  Spent  for  Official 
Advertising  in  Dominion  Newspapers 
During  Past  Year. 


The  Joseph  Pulitzer  prize,  consisting 
of  a  $500  gold  medal,  “for  the  most  dis¬ 
interested  and  meritorious  public  serv¬ 
ice  rendered  by  any  American  news¬ 
paper  during  the  year,”  has  been  award¬ 
ed  to  the  Milwaukee  Journal.  The  award 
was  matle  by  a  committee  of  the  faculty 
of  the  Pulitzer  School  of  Journalism  of 
Columbia  I’niversity,  consisting  of  the 
director  of  the  school.  Dr.  Talcott  Will¬ 
iams;  Prof.  Walter  B.  Pitkin,  Prof.  Ros- 
coe  C.  E.  Brown  and  Robert  E.  Mac- 
A'.arney. 

The  recommendation  of  the  commit¬ 
tee  was  approved  by  the  Advisory  Board 
of  the  school  and  by  the  trustees  of  Co¬ 
lumbia  University. 

The  Milwaukee  Journal’s  campaign 
against  Germanism  in  Wisconsin  was 
given  as  the  reason  for  the  award. 

In  announcing  the  award  of  the  prize 
to  the  Milwaukee  Journal,  the  Advisory 
Board  in  a  statement  said  : 

“The  Milwaukee  Journal  was  one  of 
the  first  newspapers  of  the  United  States 
to  recognize  the  absolutely  uncivilized 
methods  employed  by  the  German  Gov¬ 
ernment  in  its  war  against  civilization. 
It  was  the  first  newspaper  of  the  coun¬ 
try  to  employ  an  editor  for  the  sole  pur¬ 
pose  of  following  German  propaganda. 
It  made  thousands  of  translations  from 
the  German  language  press  of  the  coun¬ 
try  to  show  how  thoroughly  Germanism 
was  intrenched  in  the  hearts  of  the  edi¬ 
tors  of  these  newspapers.  It  now  holds 
in  its  vaults  almost  5,000,000  words  of 
original  translation  of  propaganda  and 
other  pro-German  matter.” 

Announcement  was  also  made  that 
the  Pulitzer  prize  of  $1.0(X),  which  is 
awarded  “for  the  American  novel  pub¬ 
lished  during  the  year  which  shall  best 
present  the  wholesome  atmosphere  of 
Ameriean  life  and  the  highest  standard 
of  .American  manners  and  manhood,” 
has  been  awarded  to  Booth  Tarkington 
for  his  novel,  “The  Magnificent  Ambcr- 


Ottawa,  Ont.,  June  3. — Governmenf 
advertising  accounts  passing  through 
the  hands  of  the  Dominion  auditor  of 
advertising  during  the  fiscal  vear  ended 
March  31,  1918,  totaled  ^96.645.  Of 
this  amount  $283,443  went  to  46  daily 
newspapers  published  in  Ontario,  $94,- 
461  to  16  Quebec  dailies,  and  $15,455  to 
14  Nova  Scotia  dailies. 

These  figures  were  supplied  the  Public 
Accounts  Committee  of  Parliament  when 
that  body  resumed  its  inquiry  into  the 
subject  of  government  advertising  in  the 
press.  The  informant  was  E.  J.  Laver- 
dure,  government  auditor  of  advertising. 
Liberal  members  of  the  committee  in¬ 
dicated  the  belief  that  some  Liberal 
newspapers  had  not  received  a  proper 
share  of  government  advertising. 


Frohwerk  Starts  Sentence 

Kansas  City,  Mo.,  May  29.— Jacob 
Erohwerk,  editor  of  the  Missouri  Staats- 
Zciiung,  reported  today  at  the  United 
Slates  Marshal’s  office  to  begin  serving 
a  ten-year  term  for  violation  of  the 
Espionage  z\ct. 


The  McCLURE 
Newspaper  Syndicate 


supplies  continuous  daily  and 
weekly  services  that  make  and 
hold  home  circulation 

ALSO 

Big  Special  Features  on  Timely  Topics 
by  Leading  Writers 
Send  for  our  complete  list  and  par¬ 
ticulars  of  our  st.nr  features,  including 
Frank  H.  Simonds,  Montague  Glass 
and  Sewell  Ford. 

N373  Fourth  Ave.,  New  York 


WE  SPEND  MORE 
THAN 


Offer  any  discarded  machinery  in 
Editor  &  Pi  dlisher  classified  now. 


$500,000 


per  year  to  produce  the  fea¬ 
tures  which  have  created  the 
greatest  newspaper  following 
in  the  world. 


"Hear St's  Features  Always 
Leadf' 


Write  for  booklet. 


“Half  Million  Dollar  Feature  Service’* 


The  International  Feature 
Service 

246  West  59th  Street 


The  True  News 


FIRST 


A I  ways — A  ccuratel  y 


EduipJiiviK 


International  News  Service 

World  Bldg.  New  York 


GET  THE  FEATURES  ‘THAT  HAVE 
WON  THE  BIGGEST  AUDIENCE 
Write  ua  for  samples  of  our  col¬ 
ored  comics,  daily  and  Sunday 
pages  in  black  and  colors. 

Newspaper  Feature  Service 
M.  KOENIGSBERG.  Manser 
241  WEST  58TH  ST.  NEW  YORK 
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WILL  TURN  BACK  HANDS  OF 
TIME  FOR  A.  A.  C.  W. 

(Continued  from  Page  13.) 

The  streets  will  be  filled  with  people 
wearing  costumes  of  the  period  of  more 
than  a  century  ago.  Jackson  Square  will 
become  once  more  as  it  was  before  the 
Battle  of  Xew  Orleans  that  gave  it  its 
name.  The  old  Spanish  arsenal,  the  Ca- 
bildo,  the  St.  Louis  Cathedral,  the  Pont- 
alba  Buildings,  the  coffee  shops  and  the 
bazarres,  all  will  live  their  history  over 
again. 

Tuesday  night’s  plans  contemplate  tak¬ 
ing  the  visitors  on  boats  for  a  ride  about 
the  harbor.  All  along  the  river  the 
scenes  of  anti-bellum  days  will  be  recon¬ 
structed  and  re-enacted.  The  steamboats 
loading  cotton,  the  picturesque  cotton 
and  sugar  planters  of  the  old  days,  the 
levee  scenes,  darky  “roustabouts"  singing 
as  they  work  or  picking  their  banjos  as 
they  loaf  along  the  waterfront — these  are 
some  of  the  features  planned. 

For  good  measure,  one  or  more 
“duels”  will  be  fought  by  high-spirited 
gentlemen  of  the  old  school. 

Dinner  Given  Pres.  D’Arcy 

Xew  Orleans  entertained  President 
D’Arcy  and  the  other  executive  officers 
last  night  at  a  dinner  in  the  Grunewald 
Hotel.  It  was  a  “sample”  of  the  hospi¬ 
tality  the  city  will  extend  when  it  low¬ 
ers  the  drawbridge  and  raises  the  port¬ 
cullis  to  the  hosts  who  will  come  for  the 
convention  in  September. 

Two  figures  were  brought  before  the 
niitids  of  the  assemblage  as  the  addresses 
were  made  at  this  dinner. 

One  was  a  grotesque  buffoon,  beating 
wildly  upon  a  bass  drum,  stopping  now 
and  then  to  blare  the  discordant  crash 
of  cymbals  of  brass,  piroutting  in  un¬ 
couth  language. 

The  other  stood  sapling  high,  towering 
above  the  heads  of  humanity.  Swift 
moving  were  its  limbs,  with  the  swift 
beauty  of  the  trained  athlete.  Clear  and 
silvery  sounded  its  voice.  Clean-cut 
knowledge  and  sharply  defined  ideals 
shone  from  its  gaze.  Power  rippled 
from  it  with  every  gesture.  Its  message 
reached  to  the  far  ends  of  the  earth. 

The  first  figure  was  “The  Advertising 
of  Yesterday.” 

The  smooth-functioning  giant  by  its 
side  was  “The  Advertising  of  Today.” 

Advertising  by  Parable 

.And  then  there  was  conjured  up  an¬ 
other  vision,  just  ahead,  too  far  and  too 
high  in  the  distance  to  be  glimpsed  at  all 
by  the  grotesque  buffoon,  but  clear  and 
sharp  in  the  view  of  the  giant,  there 
loomed  another  giant,  greater  still.  That 
new  giant  bore  in  his  open  hands  gifts 
to  all  humanity.  He  spoke  with  common 
tongue  of  mankind,  wherever  the  spoken 
and  written  word  of  man  reached  the 
human  ear  he  dispensed  cleanliness  and 
light,  knowledge  and  truth. 

.And  the  name  of  the  greater  giant 
was  “The  .Advertising  of  Tomorrow.” 

Such  in  parable,  was  the  message  that 
was  flashed  to  the  consciousness  of  the 
200  men  and  women  who  attended  the 


Beloit  News 

There  ii  not  a  city  in  the  middle 
west  where  a  paper  so  thoroughly 
dominates  the  fleld.  There  is  no 
richer  territory  to  cover  in  the 
middle  west  than  the  Beloit  field. 

PAYNE,  BURNS  &  SMITH.  Inc., 
New  York  and  Boston. 

G.  IXXJAN  PAYNE  COMPANY, 
Chicago  and  Detroit. 


dinner. 

The  growth  in  idealism  and  truth  of 
the  profession  of  advertising  and  the 
clear  promise  held  out  for  the  future. 

The  officers  told  of  the  growth  in  num¬ 
bers  and  accomplishment  of  the  Associ¬ 
ated  Advertising  Clubs  of  the  World, 
and  of  the  potent  influence  worded  for 
greater  and  cleaner  business  by  the  prin¬ 
ciple  which  have  the  organization’s 
backing. 

Orleanians  pointed  out  the  advantages 
and  possibilities  inherent  in  this  city 
and  tributary  territory  and  how  New 
Orleans,  through  the  big  convention,  will 
l)e  aided  in  carrying  its  story  to  the 
world  as  well  as  in  learning  how 
to  tell  it. 

A  striking  history  of  how  the  adver¬ 
tising  organization  in  ten  years  has 
grown  from  swaddling  clothes  to  a 
stature  of  commanding  influence  and 
helpfulness,  and  of  how  advertising 
standards  everywhere  have  been  raised 
Correspondingly  was  told  by  its  first 
president,  S.  C.  Dobbs  of  .Atlanta,  who 
was  vice-president  and  general-manager 
of  the  Coca-Cola  Company.  ' 

I*.  W.  Ellsworth,  director-general  of 
the  convention  board  and  a  vice-pres¬ 
ident  of  .the  Hilrernia  Bank  and  Trust 
Company  of  Xew  Orleans,  was  toast¬ 
master.  Among  those  who  spoke  were: 

F.  W.  Ellsworth  Was  Toastmaster 

L.  R.  Putman,  president  of  the  Xew 
Orleans  Advertising  Club  and  advertis¬ 
ing  manager  of  the  Southern  Pine  .Asso¬ 
ciation  ;  Arthur  G.  Xewmeyer,  vice-pres¬ 
ident  of  the  Southern  division  and  asso¬ 
ciate  publisher  of  the  Xew  Orleans 
Item;  Daniel  G.  Fisher  of  Dallas,  vice- 
president  of  the  Southwestern  division 
and  advertising  manager  of  the  Texas 
Electric  Manufacturing  Company;  O.  C. 
Harn,  Xew  York,  chairman  of  the  na¬ 
tional  committee  on  advertising  and  ad¬ 
vertising  manager  of  the  National  Lead 
Company;  P.  S.  Florea  of  Xew  York, 
secretary-treasurer;  George  W.  Hopkins 
of  Xew  York,  vice-president  of  the  East¬ 
ern  division  and  general  sales  manager 
of  the  Columbia  Graphophone  Com¬ 
pany;  William  C.  D’.Arcy  of  St.  Louis, 
president. 

Responses  were  by  the  following  Or¬ 
leanians  : 

•Archbishop  John  W.  Shaw;  James  M. 
Thompson,  publisher  of  the  Xew  Or¬ 
leans  Item;  Dr.  -A.  B.  Dinwiddie,  pres¬ 
ident  of  Tulane  University;  D.  D. 
Moore,  editor  and  manager  of  the 
Times-Picayune ;  Craw'ford  H.  Ellis, 
vice-president  of  the  United  Fruit  Com¬ 
pany;  Dr.  P.  H.  Saunders,  president  of 
the  Commercial  Rank  and  Trust  Com- 


The  Rocky  Mtn.  News 

Every  Morning 

The  Denver  Times 

Evening  except  Sunday 

Two  up-to-the-minute  Newspapers 
covering  thoroly  the  representative 
Homes  and  the  REAL  BUYING 
POWER  of  Denver  and  vicinity. 
Published  in  the  same  plant,  but 
duplicating  circulation  LESS  TH.\N 
FOUR  per  cent. 

In  no  city  In  America  la  the  dlatinc- 
tion  so  sharply  drawn  hetween  dailies 
catering  to  the  hest  and  the  worst 
elements  In  the  community.  The 
News  and  The  Times  appeal  to  the 
Beat  and  are  typical  of  the  true 
spirit  of  the  Oreat  West. 

They  are  the  Rotary,  Xiwannia. 
Lions  and  Optimist  club  papers  of 
Denver. 

The  Mews — rstahllshed  lS!iO — is  one 
of  the  country's  best  known  dailies. 
The  Times  carries  more  advertising 
t'jsn  many  of  the  largest  metropoli¬ 
tan  papers.  Roth  among  the  nation's 
leaders  In  aiitomnhile  advertising. 

The  Mews  and  The  Timet  reach  the 
responsive  claaaes  and  the  wealth  of 
the  Rocky  Moiintsin  region — a  region 
rich  in  agriculture,  stoek-raislng, 
mining,  oil  and  other  natural  re¬ 
sources — where  money  la  more  plenti¬ 
ful  today  than  ever  before. 


The  executive  committee  while  here 
accomplished  a  vast  amount  of  detailed 
planning  in  connection  with  the  various 
departments  of  the  convention.  A  great 
national  advertising  exhibit  will  be  a 
prominent  feature. 

It  will  include  in  their  entirety  at  least 
eight  advertising  campaigns  all  emi¬ 
nently  successful. 

Thirty  Club  of  London  Joins  A.  A.  C.  W. 

The  board  recognized  the  growing 
importance  of  women  in  the  advertising 
world  by  passing  a  motion  to  make  a 
place  for  women  on  the  executive  com¬ 
mittee. 

Secretary  Florea  made  a  report  on  the 
“Truth-in-Advertising”  work  of  the  ad¬ 
vertising  clubs,  showing  that  thirty-six 
-States  now  have  laws  against  fraudulent 
advertising.  In  about  twenty  cities,  paid 
secretaries  devote  all  their  time  to  help¬ 
ing  business  men  guard  against  fraud 
ill  advertising. 

President  D’Arcy  was  authorized  by 
resolution  to  appoint  a  committee  on 
advertising  to  co-operate  with  the 
United  States  government.  It  will  take 
the  place  of  George  Creel’s  war-time  ad¬ 
vertising  board,  and  will  be  a  permanent 
peace-time  advertising  aid  to  Uncle  Sam. 

President  D’Arcy  announced  the 
Thirty  Club  of  London  has  voted  to  af¬ 
filiate  with  the  International  organiza¬ 
tion. 

Seeks  Texas  Convention 

CoRpi's  Christi,  June  2. — Corpus 
Christi  has  entered  the  lists  as  a  con¬ 
tender  for  the  1920  convention  of  the 
Texas  Press  Association  and  will  send 
a  strong  delegation  to  San  Antonio  to 
the  convention  in  June  to  place  the  claims 
of  Corpus  Christi  properly  before  the 
association. 

Grover  Leases  Paper 

Indianapolis,  Ind.,  June  2. — W.  B. 
Grover,  formerly  state  news  editor  of 
the  Fort  Wayne  (Ind.)  Journal-Gazette, 
has  leased  the  .Angola  Herald  from  H. 
W.  Morley  and  has  taken  possession. 


TO  REACH  THE  RICH 
TRADE  OF  KANSAS 

Baily  Capital 

Sworn  Government  Report 

for  Six  Months  ending  Apr.  1,  1919 

35,247 

Its  sales  promotion  department  is 
at  the  service  of  advertisers.  And 
it  really  promotes. 


Member  A.  B.C.  PublUher. 

The  Choice 
Of  the  West 

The  Los  Angeles  Evening  Herald 
is  the  medium  selected  by  ad¬ 
vertisers  whose  practice  it  is  to  do 
big  things  in  a  big  way. 

The  Evening  Herald,  by  actual 
demonstration,  has  earned  the 
reputation  of  being  one  of  the  best 
“result  getters’’  in  America. 

Daily  Circnlation 

139374 


INTERNATIONAL  NUMBER 
VALUE  ACCLAIMED 

(Continued  from  Page  18.) 

H.  A.  Wenige,  Glens  Falls  (N.  Y.) 
Post-Star; 

“It  is  by  far  the  finest  thing  in  the 
way  of  a  special  edition  I  have  ever 
seen.” 

Miss  Carrie  M.  Locke,  Houston  (Tex.) 
Oil  Journal: 

“I  read  your  publication  with  much 
interest  every  week  and  congratulate 
you  on  the  international  number.  It  is 
not  only  a  splendid  specimen  of  the 
printer’s  art  but  it  is  a  remarkable  pub- 
'ication,  replete  with  most  valuable  mat¬ 
ter — and  above  all,  it  stands  for  a  most 
worthy  cause.” 

Mattagami  Expanding 

Ottaw.a,  Ont.,  May  30. — Public  offer¬ 
ing  is  now  being  made  of  $2,000,000  7 
per  cent,  mortgage  debentures  of  the 
Mattagami  Pulp  and  Paper  Company, 
which  is  greatly  extending  its  plant  in 
Northern  Ontario.  By  next  October,  it 
is  expected  that  the  company’s  output  of 
easy  bleaching  sulphite  pulp  will  be  in¬ 
creased  to  45,000  tons,  a  large  part  of 
which  has  been  contracted  for  by  the 
United  Kingdom. 

Miss  Davis  Re-elected 

Indianapolis,  Ind.,  June  3. — Miss 
Mary  Davis  was  re-elected  secretary  of 
the  Indianapolis  Advertising  Club.  C. 
D.  Murta  was  elected  president;  H.  S. 
Noel,  vice-president,  and  Paul  Richey 
and  O.  T.  Roberts,  directors. 


l^fttaburg  Btspattf; 

reduces  to  the  minimum  all 
chance  in  advertising  ex¬ 
penditures. 

WALLACB  Q.  BROOKE 
Bruniwick  Building.  New  York 
THE  FORD-PARSONS  CO., 

Peoples  Gas  BuUding,  Chicago 
H.  0.  ROOK 

Real  Estate  Trust  Building,  Philadelphia 


]New  Orleans  States 

Member  Audit  Bureau  of  Circulations. 

Sworn  Net  Paid  Circulation  for  6 
Months  Ending  April  lat,  1919 

43,701  Daily 

VVe  Kuarantee  the  larger  white  home 
delivered  evening  circulation  in  the  trade 
territory  of  New  Orleana. 

To  reach  a  large  majority  of  the  trade 
proapccta  in  the  local  territory  the  States 
is  the  logical  and  economic  medium. 

t'irciilation  data  sent  on  request. 

The  S.  C.  Beckwith  Special  Agcy. 

Solo  Foreign  Representatives 
New  York  Chicago  St.  Ixiuis 


BUFFALO  NEWS 

EDWARD  H.  BUTLER 

Editor  and  Publisher 
“The  only  Buffalo  newspaper 
that  censors  its  advertising 
columns.  Many  of  our  adver¬ 
tisers  use  our  columns  exclusive¬ 
ly.  The  above  is  one  of  the 
many  reasons  why.” 

MEMBER  A.  B.  C. 

Foreign  Advertiting  Representatives 
KEIXY-SMITH  COMPANY 
220  Fifth  Avenue  Lytton  Building 
NEW  YORK  CHICAGO 
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I.  C.  M.  A.  MEETING  WORTH 
MILLION  DOLLARS 


(Continued  from  Page  9.) 

tions  on  this  line  if  we  are  successful 
in-  getting  the  privilege. 

“As  regards  the  Southern  members,  I 
have  bten  in  comintmication  with  A.  C. 
Jeiikhis  of  the  Hirmingham  (Ala.) 
Ledger,  and  he  advises  me  that  he  will 
get  in  touch  with  the  southern  members 
and  arrange  their  end  of  the  trip  from 
there.” 

Big  Attendance  Promised 

The  arrangements  committee  says: 

“Early  indications  arc  that  all  rec¬ 
ords  for  attendance  will  be  broken  at 
Buffalo.  Exerything  seems  to  help  the 
interest  in  after-war  circulation;  cen¬ 
trally  located  for  membership;  conven¬ 
ient  for  Canadian  membership;  affords 
vacation  trip  and  travel  over  the  great 
lakes ;  more  entertainment  for  members 
and  ladies  than  ever  before. 

“Buffalo  can  take  care  of  the  I.  C.  M. 
A.  with  ease  and  if  you  are  to  be  in 
Buffalo  make  it  known  when  corre¬ 
sponding  with  members.  If  you  are  go¬ 
ing,  others  may  go  just  to  talk  to  you — 
and  bring  tlie  lady.  The  ladies  will  be 
entertained  royally. 

“The  headquarters  of  the  secretary- 
treasurer  will  be  opened  at  Hotel  Stat- 
ler  from  3  to  6  P.  M.  Monday,  June  9th, 
for  all  members  to  register  early.  Reg¬ 
istration  will  be  on  large  sheets  and  each 
member  will  give: 

•'Name. 

“Publication. 

“MurnInK  or  evening. 

“Average  dally  circulation. 

“Town. 

“This  will  give  any  member  the 
knowledge  of  some  other  member  from 
a  morning  or  evening  newspaper  about 
the  same  size  as  his  publication  and  the 
opportunity  to  ask  the  other  fellow  some 
questions. 

“At  8  P.  M.,  while  the  board  of  di¬ 
rectors  are  in  session,  the  secretary- 
treasurer’s  headquarters  will  be  open  for 
a  general  ‘get  acquainted’  meeting.” 

Urges  Change  in  By-Laws 

A  change  in  the  by-laws  has  been 
suggested  to  allow  newspapers  that  pay 
for  their  circulation  manager’s  mem¬ 
bership  in  the  I.  C.  M.  A.  to  retain 
title  to  that  membership  in  the  event  of 
the  circulator’s  leaving,  death,  or  other 
change. 

William  L.  Betts,  one  of  the  leading 
workers  for  the  by-laws  change  in  urg¬ 
ing  its  adoption,  says : 

“You  will  find  that  many  papers  will 
be  willing  to  join,  but  not  under  the 
present  circumstances.  I  have  seen 
many  publishers  who  are  unwilling  to 
join  because  the  membership  is  not  their 
property,  though  they  pay  the  bill,  and 
in  several  cases,  I  have  found  where 
publishers  paid  the  initiation  and  dues 
and  the  circulation  manager  left  within 
a  week  or  a  month. 

“You  can  easily  understand  that  under 
those  circumstances  the  best  man  alive 


could  not  talk  such  publishers  into 
joining  again,  and  if  the  circulation 
managers  of  such  papers  do  join  they 
have  to  pay  the  bill  themselves.  Under 
average  circumstances  the  publisher  is 
willing  to  pay  the  bills. 

“This  is  a  most  important  matter  in 
my  estimation  and  for  the  benefit  of  the 
1.  C.  M.  A.  should  receive  action  favor- 
able  to  the  newspapers." 

Meeting  Places 

There  is  much  speculation  on  where 
the  1920  meeting  will  be  held.  It  is 
expected  to  go  West,  but  just  what  city 
will  be  selected  is  yet  a  problem.  The 
largest  part  of  the  membership  is  in  the 
East,  but  it  always  has  been  the  en¬ 
deavor  to  divide  the  convention  place 
honors  as  evenly  as  possible  between  sec¬ 
tions  of  the  country.  Since  the  organ¬ 
ization  of  the  I.  C.  M.  A.  in  Detroit  in 


1898,  conventions  have  been  held  in  the 
following  cities: 

'1914 — Steamer  "Noro- 
nic,” 

Sarnia,  Ont. 
Port  Arthur,  Ont. 
Duluth,  .Minn. 
Manior  Rich¬ 
elieu, 

Murray  Bay 

Huehec,  Canada 
rand  Rapids, 


1898 —  Detroit 

1899 —  ChicaKO 

1900—  New  York 
1910— Buffalo 

1902 —  Detroit 

1903 —  Boston 

1904 —  St.  Louis 

1905 —  Toronto 

1906 —  I-ouisville,  Ky 

1907 —  Milwaukee,  Wis.1916 


1915- 


1908 —  Philadelphia,  Pa.  Mich. 

1909 —  Cleveland,  Ohio  1917 — .Xtlanta,  Ga. 

1910 —  Montreal,  Can.  1918 — Washington,  D. 

1911 —  Chicago,  III.  C. 

1912 —  Baltimore,  Md.  1919 — Buffalo,  N.  Y. 

1913 —  Cincinnati,  Ohio 

Officers  to  Be  Elected 


Xew  faces  and  new  blood  may  be  seen 
among  the  officers  of  the  association  next 
year.  A  man  will  be  selected  for  second 
vice-president  to  qualify  for  president. 

During  the  election  of  officers  a  new 
secretary-treasurer  will  be  selected.  He 
will  be  the  fourth  one  in  twenty-one 
years.  The  first  secretary-treasurer  was 
E.  J.  Boeshans,  1898  to  1905;  second,  J. 
R.  Taylor,  1906  to  1916,  and  then  J.  A. 
Mathews,  1917  to  1919,  who  is  no  longer 
in  newspaper  work. 

The  terms  of  three  directors  expire 
with  the  Buffalo  convention  and  the  elec¬ 
tion  will  select  five  new  officers.  There 
are  never  candidates.  The  organization 
selects  workers  who  have  some  time  to 
give  their  ability  to  helping  the  organ¬ 
ization.  The  I.  C.  M.  A.  is  growing 
every  year.  Every  member  eligible  for 
officer. 


The  Geveland  Sunday  News-Leader 
has  expanded  its  comic  section  from  four 
to  eight  pages. 


'  The  Newark  (N.  J.) 
Ledger 

beginning  April  1st,  gnarantees 
the  second  largest  average  eir- 
cnlation  in  New  Jersey  for  the 
enrrent  year  and  accepts  all 
advertising  nnder  this  definite 
gnaranty,  and  obligatea  itself  to 
a  pro  rata  rebate  if  it  fails  to 
maintain  second  place  in  New 
Jersey  circnlation. 

L.  T.  RUSSELL,  Pnblisher. 


CIRCULATION  NOTES 

■Mbany  is  mourning  the  passing  of  its 
most  centrally  located  newsstand,  which 
for  more  than  50  years  has  supplied 
readers  at  the  corner  of  State  and 
Pearl  streets.  The  stand,  which  had  a 
sale  of  well  over  4,(X)0  copies  of  news¬ 
papers  a  day,  was  moved  to  make  room 
for  a  new  office  building.  It  was  con¬ 
ducted  liy  William  t'oulson. 

Returning  West  Virginia  soldiers  in 
the  80th  division  were  made  welcome 
when  they  landed  at  Newiwrt  News, 
Va.,  Tuesday,  by  the  Clarksburg  (W. 
Va.)  Telegram,  which  issued  a  special 
“Welcome  Home”  edition  in  their  hon¬ 
or.  The  edition  consisted  of  thirty-two 
pages  and  contained  messages  of  wel¬ 
come  from  Governor  John  J.  Cornwell 
and  prominent  Clarksburg  citizens. 
Three  thousand  copies  of  the  issue  were 
printed  and  taken  to  Newport  News  by 
special  messenger  and  were  distributed 
among  the  West  Virginia  soldiers  as 
soon  as  they  reached  land.  J.  J.  De- 
vine,  general  manager  of  the  Telegram, 
received  many  expressions  of  praise  and 
appreciation  from  the  officers  and  men 
for  his  thoughtfulness  and  enterprise  in 
planning  this  novel  welcome. 

An  eight-page  section  was  devoted  by 
the  Post-Dispatch'  May  25  to  a  story 
of  “The  89th  Division  in  the  Great 
War,”  by  Lieut.  H.  R.  Palmer,  for¬ 
merly  a  reporter  on  the  paper  and  who 
has  been  an  officer  in  the  division  since 
its  organization.  The  89ih  was  com¬ 
posed  largely  of  Missouri  and  Kansas 
men. 

Edythe  M.  Wildman,  secretary  to  J.  A. 
McNeil,  circulation  manager  of  the 
Bridgeport  (Conn.)  Evening  Herald,  is 
to  wed  Edward  F.  Langner,  of  Milford, 
June  11.  Mr.  Langner  recently  returned 
from  E'rance,  where  he  fought  with  the 
56th  Coast  Artillery  Regiment.  He  for¬ 
merly  was  employed  in  the  business 
office  of  the  Post  Publishing  Company, 
but  is  now  with  the  Locomobile  Com¬ 
pany.  Miss  Wildman  was  with  Mr.  Mc¬ 
Neil  for  some  years  when  he  was  cir¬ 
culation  manager  of  the  Bridgeport 
Telegram. 


The  Sdnday  Telegram 

Albany,  New  York 

June  .5,  1919 

Dear  George: 

May  advertising  was  over 
2.5%  above  last  year’s  figures. 
What  more  gain  could  anyone 
ask  for?  Sales  are  holding  up 
very  well,  and  stay  close  to 
28,000.  All  local  papers  except 
The  Telegram  are  again  accept¬ 
ing  returns.  I  feel  sure  we  will 
be  benefited  by  their  move.  I 
do  wish  more  people  had  back¬ 
bones.  It  is  a  sign  of  weakness 
to  go  back  to  the  return  basis. 

Yours  as  ever, 

H.  E.  H. 


PRESIDENT  CARRANZA’S  WAY 


Is  to  Demonstrate  to  Editors  Falsitv  of 
Rumors  of  Uprisings  in  North 

A  news  dispatch  from  Mexico  City 
states  that  the  responsible  heads  of  four 
daily  newspapers  in  that  city  have  been 
detained  by  the  military  authorities  of 
the  Carranza  government  for  transporta¬ 
tion  under  escort  to  the  Northern  States 
of  the  Republic,  in  order  that  they  may 
have  ocular  jiroof  that  the  stories  which 
have  been  printed  by  these  periodicals 
regarding  the  military  situation  there  are 
without  foundation. 

The  newspapers  in  question  are:  El- 
manna,  Revolution,  Omega  and  the  A. 
B.  C. 


May  Challenge  Chicagoans 
There  is  reported  to  be  a  scheme  on 
foot  in  the  New  York  Advertising  Club 
to  organize  a  baseball  team  this  summer 
for  the  very  particular  object  of  chal¬ 
lenging  the  Chicago  Advertising  Asso¬ 
ciation  to  a  championship  game  or  series 
of  games.  Howard  Ruggles,  who  used 
to  be  a  Chicagoan  and  who  thinks  he 
knows  the  weak  baseball  points  of  the 
Western  ad  man,  is  reputed  to  be  the 
man  behind  the  proposed  venture. 


Needham  Made  Ad  Manager 

Kenosha,  Wis.,  May  31. — The  adver¬ 
tising  department  of  the  Whyte  Rope 
Company  is  now  in  charge  of  Maurice 
Needham. 


Denny  &  Simmons  Are  Purchasers 
Portland,  Ind.,  June  3. — E.  A.  Mc¬ 
Kee  has  sold  the  Daily  and  Weekly  Sun 
to  Denny  &  Simmons. 


As  long  as  men  must  eat  and  rest 
Monmouth  County  must 
please  and  prosper. 

The  Asbury  Park  Press 

IS  THE  LEADINO  NEWSPAPER  IN  THIS  RICH 
AGRiniLTCRAL  AND  PUHASURE  RISORT  SEC¬ 
TION  ON  THE  NEW  JintSEY  COAST. 

Ennlnc  ind  Sunday  Edltlonf. 

Aaaoclated  Pren.  A.  N.  P.  A.  and 
A.  B.  C.  Membenhip. 

As  this  sectlen  produces  the  food  that  supports, 
and  not  the  ponder  that  destroys,  the  end  at  the 
war  finds  us  not  only  prosperous,  hut  with  no 
readjustment  prohlems. 

J.  LYLE  KINMONTH,  Publisher 

Asbury  Park  Now  Jersey 


ReachingtheMOSTBuy- 
ers  al  the  LEAST  Cost 


Govt.  Statement  For  Six 
Months  EiwUng  April  lat. 


301,270 

The  LARGEST  Homecoming 
Circulation  in  New  England.  Can 
produce  for  YOU  as  it  baa  fur 
others. 


Perth  Amboy,  N.  J. 

e  Most  Rapidly  Growing  City  in  East 
Thoroughly  Covered  by  Only  Daily  in 
Field. 

Evening  News 

Member  A.  N.  P.  A..  A.  B.  C..  A.  P. 

Reasonable  requests  for  trade  informa¬ 
tion  given  prompt  attention 

F.  R.  Northrup,  303  5th  Avenue 
New  York  City 


New  London,  Conn. 

—Has  increased  in  Wealth  fully  75% 
during  the  last  two  years. 

—Has  increased  in  purchasing  power 
at  least  100%. 

The  New  London  Telegraph 

is  the  only  morning  newspaper  cover¬ 
ing  this  ffeld. 


Advertiso  your  goods  at  dawn  and 
sail  them  before  dark. 


JUUAN  D.  MORAN,  Free,  and  Mgr. 

Representatives 

Payne- Bums  &  Smith,  New  York— Boston 
J.  Logan  Payne  Co.  Chicago — Detroit 


The  Dominating  Force 

In  a  maniiractaring  territory  famous 
for  Its  hustle,  thrift  and  prosperity 
where  a  million  dollars  are  expended 
weekly  In  wages. 

The  Bridgeport  Post 
Standard  -T  elegram 

Not  only  dominate  this  field,  bat  thev 
offer  advertisers  the  lowest  rite  obtain¬ 
able  In  New  Bngland.  Keep  them  on 
your  list. 

FOREIGN  BEPRBSENTATIVBH 
The  Julius  Mathewa  Special  Agency, 
BOSTON  NEW  YORK  CHICAQO 


The 


Pittsburg  Press 
Has  the  LARGEST 


Daily  and  Sunday 

CIRCULATION 
IN  PITTSBURG 
Member  A.  B.  C. 

Foreign  Advertising  RePresentativee. 

1.  A.  KLEIN.  JOHN  OLAH8. 

Metropolitan  Tower,  Peoples  Gas  Bldg. 
New  York.  Chicago. 
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SUPPLIES  h  EQUIPMENT 

For  .Ne^iSpAper  JVlAkinft 


A1VI> 


WINONA  OMIJES  CONSOLIDATE 


Imlependent  Itiiy^  Repulilican  IliTaLI  — 
Tribute  to  E.  F.  Rngcrii 

WiNdNA,  Minn.,  May  31. — The  Intle- 
pendeiit  has  bought  the  kepiihlieaii- 
Herald  and  ceased  to  exist,  haviiiK  decu¬ 
pled  the  tnoniiiiK  held  over  twenty  years. 
The  Repitblican-Herald  will  contiiitie  as 
eveniiiK  paper. 

The  new  owners  are  II.  (1.  White  and 
1’'.  J.  Rucker. 

In  announcing  tbc  chaiiKe  of  owner¬ 
ship,  the  piililishers  of  tlie  Rcpiihlican- 
llerald  paid  a  pretty  editorial  tribute  to 
E.  1',  Rogers,  the  paper’s  business  mana¬ 
ger,  to  whom  they  give  unstinted  credit 
for  the  building  up  of  the  publication 
since  it  became  the  property  of  the  late 
W,  Hayes  I^ird.  Mr.  Rogers  has  been 
connected  with  the  Republican  for  12 
years.  He  started  as  Associated  Press 
operator  and  also  served  as  circulation 
manager.  .Mr.  Rogers  is  vice-president 
of  the  Inland  Daily  Press  .AsscK'iation. 

Ralph  R  Mulligan,  of  .Vew  ^’ork,  and 
the  t'.  J.  Anderson  S|iecial  .\gency,  t.hi- 
cago,  will  Continue  to  re|>rescnt  the  Re- 
pul)lican-l  lerald  in  the  national  adver¬ 
tising  held. 

FDRM  RRIDGEPDRT  PRE.SS  CLUB 


Cartoonist  Steiiike  Elected  Honorary 
President — MaeKay  Ollieial  Hea<l. 

Hkiis.fport,  (.'onn.,  June  2. — .At  h  a.  m. 
May  24,  following  the  all-night  festivi¬ 
ties  attending  the  Xewsiiaper  .Men's 
Midnight  Gamlnd,  scrit>es  here  organ¬ 
ized  the  Press  Club  of  Bridgeport.  Jo¬ 
vial  “Bill"  Steinke,  cartoonist,  was  made 
honorary  president.  Twenty  joined  as 
charter  members. 


The  officers  elected  are  as  follows; 
Angus  S.  MacKay,  tinancial  editor 
.Standard-Telegram,  president;  Arthnr 
(i.  Jackson,  city  editor  Standard-Tele¬ 
gram,  vice-president:  Joseph  .Altieri, 
Standard-Telegram,  secretary,  and  Har¬ 
vey  Brown,  •Standard-Telegram,  treas¬ 
urer. 


DEMONSTRATING  AEROPLANE 


Milwaukee  Journal  Will  Show  W^iseonsin 
Its  Conimereial  Possibilities. 

Mii\v\i:kfk.  June  2. —  I’nder  the  au¬ 
spices  of  the  Milwaukee  Journal  the 
hrst  commercial  aeroplane  in  Wisconsin 
has  been  brought  to  that  state.  It  has 
been  chartered  for  a  few  weeks  by  the 
Journal  to  he  used  to  demonstrate  its 
commercial  possibilities.  The  hrst  pho- 


Take  It  To 

POWERS 

Open  24  Hours  out  of  24 
The  Fastest  Engravers  on 
Earth 

Powers  Photo  Engraving  Co. 
1S4  Nasun  St.,  Tribone  Bldg. 
New  York  City 


tographs  of  Milwaukee  ever  taken  from 
the  air  were  taken  by  F.  II.  Pipp,  a 
Journal  ri-i>orier.  (.'opies  of  a  special 
edition  of  the  Journal  will  be  delivered 
by  plane,  each  copy  bearing  the  name 
of  the  subscriber  for  whom  it  is  in¬ 
tended. 


NEW  INCORPORATIONS 
\k\\  Nokk. —  Publishers’  Photo-En¬ 

graving  ('oin)iany;  $l(),tX)();  .R.  J.  .Athcr- 
ley,  1).  and  ('.  II.  Thompson,  77  Lexing¬ 
ton  avenue. 

(i.  C.  Printing  Company;  $iiO,(XX);  E. 
J.  Clrich.  T.  J.  Mueller,  G.  P.  Snyder, 
‘^-l.S  Mtirray  street. 

New  ^'ork  Type  Foundry  Company; 
dissolved. 

1  lamilton-DelJsser,  Inc.,  advertising; 
$.\(XX);  M.  .A.  Jones,  L.  .A.  N.  Del.isser, 
J.  R.  Hamilton,  (>22  West  113th  street. 

FxjKtrt  and  Import  News  Bureau; 
active  capital,  $27,.s(X);  J.  R.  Rubin,  11. 
Ruttenlierg,  M.  b'rank,  165  Broadway. 

Elmwood  Press;  $10, (XX);  S.  E.  iMtik'le- 
nian.  1*^  S.  bViedmatin,  .A.  L.  bViedberg, 
140  .Nassau  street. 

Broadway  Review;  $1((,(XX);  C.  E. 
Massler,  W.  b".  Hities,  T.  M.  Gtttman, 
1462  Broadway. 

Russian  National  Publishing  Com- 
jiany ;  $10.(XX);  A.  Swider,  J.  Pol,  P.  I. 
.Seifert,  102  b'ast  7th  street. 

Caxton  .Advertising,  New  York, 
$5,000;  B  E.  Smithc,  H.  H,  Creske,  B. 
Andrews,  9  I-'.ast  4(hh  street. 

Flushing  Times,  Inc.,  Mnshittg,  I..  I., 
?90.(XX):  E.  1).  Ketiyon,  B.  C.  Eggers, 
-A.  Iv.  James,  Flushitig. 

News  Sytidicate  Company,  New  York, 


Printing  Plants  and  Business 
BOUGHT  AND  SOLD 

Printers’  Outfitters 

American  Typefounders’ 
Products 

Printers  and  Bookbinders 

Machinery  of  Every  Description 

CONNER,  FENDLER  &  CO. 

96  Beelunan  St^  New  York  City 


For  Prompt  Service 

TYPE 

Printers’  Supplies 
Machinery 

In  Stock  for  Immediate  Shipment  by 
Selling  Houses  conveniently  located 

’‘American  Type  the  Best  in  Any  Case” 

AMERICAN 
TYPE  FOUNDERS  CO. 

Boston  Pittsburgh  Kansas  City 

New  York  Cleveland  Denver 
Philadelphia  Detroit  Lot  Angeles 

Baltimore  Chicago  San  Francisco 

Richmond  Cincinnati  Portland 
Atlanta  Sc.  Louis  Spokane 

Buffalo  Minneapolis  Winnipeg 


$.5(X),(XX);  A.  H.  Vanaken,  G.  B.  Sleigh, 
•M.  C.  I'lanagan,  140  Nassau  street. 

Novidoff  Paper  and  Printing  Company, 
New  York,  $50,000;  H.  P.  Popeck,  L. 
.Novidoff,  H.  Gilleman,  985  Home  street, 
Bronx. 

Judy,  of  New  York,  printing,  publish¬ 
ing  and  engraving,  $10,000;  A.  Heren- 
deen,  M.  .Schuyler,  B.  Upland,  14  St. 

Jkrskv  City,  N.  J.  (ilos  Narodin 
Publishing  Company;  $15, (KX);  Henry 
.Sieminski,  Peter  S.  Prosmohski,  Paul 
C.  Supinski. 

Johnson  City,  N.  Y.  Johnson  City 
Publishing  Company  dissolved. 

Dover,  Del. — News  Print  Reclaiming 
Corjjoration,  paper  and  paper  products; 
$5,(XX),000;  Samuel  B.  Howard,  Robert 
K.  Thistle,  Philip  L.  Neiscr,  all  of  New 
York. 

Lieut.  W.  B.  Stone,  former  Kansas 
City  newspaper  man,  and  later  with  the 
■Assoc’ated  Press  at  Cliieago,  has  re¬ 
turned  from  18  months  overseas  duty. 

Kaiser  Heads  Oklaliomana 

Lawton,  Okla.,  June  2.  -J.  W.  Kaiser 
of  Chiekasha  was  elected  president  of 
the  flklahotra  Press  .Association  at  the 
twenty -eighth  annual  convention  of  the 
ass(»cialion  today  at  .Metlicine  Park. 


EQUIPMENT  FOR  SALE 


For  Sale. 

Kight-page  Duplex  press  In  excellent 
eondition,  guaranteed.  Now  printing  the 
Dally  Standard,  Kingston,  Ont.,  where 
It  may  be  seen  in  running  order.  In 
operation  ten  years.  Will  be  sold  at 
reasonable  price  and  on  easy  terms.  Ad¬ 
dress  Standard  Pub.  Co.  (Ltd.),  Klng.s- 
ton,  Ont.,  Canada. 

For  Sale 

About  200  pounds  6-point  brass  slugs  and 
200  pounds  brass  2-polnt  leads,  ranging 
In  size  from  six  picas  to  seven  coiumns 
Column  measurements  13  picas  wide,  non¬ 
pareil  column  rule.  The  Post  Standard. 
Syracuse.  N.  Y. 


FOR  SALE 

Duplex  12-Page  Flat  Bed 
Newspaper  Printing 
and  Folding  Machine 

Prints  and  folds  a  seven-column 
4-6-8-10  or  12-page  paper  to  %  or 
%  page  size  at  4,500  per  hour. 
A  good  press  at  a  reasonable  price. 

Walter  Scott  &  Company 
PLAINFIELD,  NEW  JERSEY 
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. -  GOSS 

the  name  that  stands  for 

SPEED,  DEPENDABILITY, 
SERVICE 


THE  GOSS 

“  High  Speed  Straightline  ”  Press 

Used  in  the  largest  newspaper  plants 
in  U.  S.  A.  and  Europe. 

THE  GOSS 

Rotary  Half  Tone  and  Color  Magazine  Press 

Specially  designed  for  Mail  Order, 

Catalogue  and  Magazine  Work. 

THE  GOSS 

“Comet”  Flat  Bed  Web  Perfecting  Press 

Prints  a  4,  6  or  8  page  newspaper  from 
type  forms  and  roll  paper. 

GOSS  STEREOTYPE  MACHINERY 

A  complete  line  for  casting  and  finishing 
flat  or  curved  plates. 


DESCRIPTIVE  LITERATURE  CHEERFULLY  FURNISHED 


THE  GOSS  PRINTING  PRESS  CO. 

Main  Office  and  Works:  New  York  Office: 

1535  So.  Paulina  St.,  Chicago  220  W.  Forty-second  St. 
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CLASSIFIED  ADVERTISING  COLUMNS 

Throuth  tkt  classified  columns  of  Evitob  k  Puilishbi  you  may  Hud  a  buytr  for  any 
useful  mechanical  equipment  for  which  yon  hax'e  no  present  need.  A  "For  Sale"  ad  at 
thirty  cents  per  line  may  thus  turn  into  cask  something  which  now  merely  requires  storage 
room — and  which  would  be  of  real  service  to  somebody  else. 


SITUATIONS  WANTED 

Advertisements  under  this  classification,  ten 
cents  per  line,  each  insertion.  Count  sis 
words  ta  the  line.  For  those  Unemployed, 
not  to  exceed  in,  , Words!  two  insertions  FREE. 
- - - — — — — - - 

Advertising  Manager 

At  present  Advertising  manager  of  dally 
In  largest  city  In  New  England.  Excep¬ 
tional  executive  and  creative  ability. 
Twenty-one  years’  experience,  ofllce  boy, 
solicitor,  copy  writer  to  present  position. 
Rather  fond  of  long  hours  and  hard  work 
and  expect  salary  In  proportion.  Desire 
to  locate  In  west  or  middle  west.  Address 
A-729.  care  of  Editor  and  Publisher. 


(irneral  Manager  and  Business 
Manager. 

wishes  connection  with  newspaper  where 
responsibility  Is  big,  and  opportunity  of 
becoming  financially  Interested  exists, 
'rills  Inducement  would  affect  salary  de¬ 
sired.  Thoroughly  familiar  with  all  up- 
to-date  methods  of  business  and  capable 
of  directing  all  departments.  Now  em¬ 
ployed  on  one  of  the  leading  daily  papers 
of  the  ITnlted  States.  Address  A-738, 
care  of  Editor  &  Publisher. 

Manager. 

Young  married  man.  now  holding  re¬ 
sponsible  executive  position  with  leading 
metropolitan  paper,  desires  location  In 
Northern  states  as  manager  of  moderate 
size  dally.  Well  educated,  responsible, 
with  Intimate  knowledge  of  every  depart¬ 
ment  of  a  newspaper  and  job  office.  Has 
a  few  thousand  to  Invest  In  a  good  prop¬ 
osition  with  a  future.  Hest  of  references 
from  present  employers.  Address  A-737, 
care  of  Editor  &  Publisher. 


Business  Manager. 

Hiislness  manager,  thoroughly  competent 
man;  wide  successful  experience  as  busi¬ 
ness  manager;  also  as  circulation  man¬ 
ager  good  size  dailies,  seeks  engagement 
for  now  or  later  date.  Would  consider 
stock  proposition.  Address  A-744,  care 
of  Editor  &  Publisher. 


Live  Wire  Newspaper  Man 
now  city  editor  morning  dally  In  city  of 
176,000  desires  change  of  location.  Fif¬ 
teen  years'  experience  In  evdry  news  de¬ 
partment,  and  as  managing,  telegraph 
and  city  editor  metropolitan  dailies.  Tire¬ 
less  worker.  Good  habits.  Nothing  con¬ 
sidered  under  32,400  and  money’s  worth 
guaranteed.  Must  be  permanent.  Can 
come  In  thirty  days.  Address  A-722,  care 
of  Editor  and  Publisher. 


Newspaperman. 

Newspaperman,  32,  with  twelve  years’  ex¬ 
perience  In  all  branches  of  news  and  ed¬ 
itorial  work,  and  now  employed,  desires 
position  as  editor  or  city  editor  of  New 
England  dally.  Capable  and  trustworthy. 
Am  native  of  New  England  and  wish  to 
return  to  that  field,  I’lease  state  salary. 
Address  A-747,  care  of  Editor  and  Pub¬ 
lisher. 


Newspaperwoman. 

Could  your  paper  profitably  employ  this 
woman?  She  has  been  ad  manager  and 
writer,  and  In  promotion  department 
magazine  In  New  York;  also  In  charge 
publicity  and  trade  promotion  commercial 
association;  edited  house  organs;  other 
advertising  and  promotion  experience. 
Wants  to  settle  permanently  In  progress¬ 
ive  small  city.  Address  A-74.'i,  care  of 
Editor  and  ihibllsher. _ 

Experienced  Copy  Writer. 

wishes  p<Mnianent  position  in  New  York 
or  Philadelphia;  27  years  old.  college 
graduate;  can  write  heads  to  suit  yrtur 
style;  will  come  on  probation.  (’.  J.  T.. 
care  Editor  &  Publisher. 


('ireulation  Manager. 

Circulation  manager,  with  fifteen  years 
experience  would  like  position  where  con¬ 
scientious  work  Is  appreciated.  Thor¬ 
oughly  understands  all  duties  of  depart¬ 
ment.  Have  managed  paper  with  over 
100. 0(M)  circulation.  Not  now  employed. 
Member  of  the  I.  C.  M.  Address  A- 
741,  care  Editor  &  Publisher. 

(drrulation  Manager. 

Circulation  manager  with  nearly  10 
years’  experience,  desires  to  connect  with 
newspaper  In  middle  west.  If  you  are 
in  need  of  a  good  man.  It  will  pay  you 
<o  get  In  touch  with  me.  A-740.  care  of 
Editor  &  Publisher, 

Experienced  Newspaper  Writer 

and  executive  with  working  knowledge  of 
business  and  circulation  promotion  desires 
position  as  directing  head  o?  managing 
editor  of  dally  In  city  of  not  less  than 
60.000.  Must  be  permanent  and  bring 
real  returns  for  results.  Box  112,  Editor 
and  Publisher. 


SITUATIONS  WANTED 


College  Man 

4  years’  expei|^4ce  in  all  branches  of 
newspaper  wom-T  excellent  editorial  wri¬ 
ter,  desires  position  as  desk  man  or  as¬ 
sistant  editor  with  small  daily.  Willing 
to  start  on  $66.  Address  A-717,  care  of 
Editor  and  I’ublisher. 

(arciilatioii  Manager 

Young  man.  clean  habits,  experience  on 
largest  papers,  good  record  and  reference 
Is  looking  for  connection  where  system 
and  results  are  wanted.  Address  A-734, 
care  of  Editor  and  Publisher. 

Newgpaper  Man 

Young  New  York  newspaper  man.  dis¬ 
charged  from  service,  desires  work  as  edi¬ 
tor  of  trade  paper  or  advertising  and 
publicity  writer.  Address  A-733,  care  of 
Editor  and  I’ublisher. 


HELP  WANTED 

Advertisements  under  this  classificalion  twenty- 
fiz’C  cents  per  line.  Count  six  words  to  the 
line. 


Night  News  Etlitor. 

Permanent  position  night  news  editor; 
manage  staff,  edit  news,  make  decisions; 
subject  control  only  owners.  Editor  is 
half  owner,  actlvel.v  engaged:  good  op¬ 
portunity;  small  city  experience  pre¬ 
ferred,  middle  aged  man.  good  habits  and 
general  eharacter;  paying  thirty-five  dol¬ 
lars  to  start.  Prosperous  six  day  morn¬ 
ing  established  twenty-nine  years;  no  bad 
conditions  existing  In  staff.  Address 
A-743,  care  of  Editor  &  Publisher. 


Newspapcrinan. 

Wanted — Newspaperman  of  exceptional 
abllit.v.  News  editor,  copy  reader  and 
rewrite  experience  essential.  Must  be 
live  wire  with  executive  ability  and  not 
.afraid  of  work.  Wide  awake  afternoon 
dally.  Good  salary  with  Increase  when 
worth  is  demonstrated.  Ideal  living  and 
working  conditions.  State  present  posi¬ 
tion  and  positions  held.  The  St.ar  News, 
Pasadena,  Pallf. 


Newspaperman. 

Newspaperman,  experienced,  good  .ad¬ 
dress,  willing  to  travel  and  sell  highly 
attractive  proposition  to  publishers,  can 
connect  himself  with  well  established  con¬ 
cern.  Salary  $2100,  commission  and  ex¬ 
penses.  Chance  for  cpilek  advancement 
to  i)roducer.  Address  A -742,  care  of  Ed¬ 
itor  and  Publisher. 


Classifietl  Solicitor. 

Wanted — Classified  Solicitor  with  en- 
erg.v  and  orlglnalif.v  to  take  charge  of  the 
department,  now  in  good  shape.  In  town 
of  45,000.  Fair  salary  to  begin.  Ad- 
ilress  W.  A.  Beatty,  I.exlngton  Herald, 
Lexington,  Ky. 


Advertising  Manager. 

WANTED:  Advertising  Manager  who 

can  help  write  and  sell  local  ailvertlsing 
as  well  as  manage  his  department,  (live 
age,  salary  expected,  experience  and  ref¬ 
erences.  Position  is  open  now.  The 
Times  Record.  Fort  Smith,  Ark. 


Corresptnidenls  Wanted. 

New  York  trade  publication  wants  clever 
newspai)er  men  with  si>are  time  to  aid  as 
efirrespondeiits  in  fifty  rltles  of  the 
Pnlled  States  and  Canada.  Good  space 
rales  paid.  Work  puts  you  In  touch 
locally  with  live  Industry.  Address  A-716, 
care  of  Editor  and  Publisher. 


BUSINESS  OPPORTUNITY 

s^^r’rrtisrwrntf  under  this  ctassifiratwn,  forty 
rents  per  hne.  Count  six  words  to  the  tine. 


For  Sale. 

Your  Opportunity  —  $l,aon  average 
monthly  earnings,  lending  county  weekly. 
Near  Philadelphia.  Pa.  Established  eight 
.vears.  Center  .lO.OOO  population  In  three- 
mile  radius.  Owner  Interested  In  manu¬ 
facturing  requiring  entire  attention.  Sell 
for  amount  last  three  months’  earnings 
($3,000),  or  consider  experienced  manager. 
Immediate  action.  Address  A-739,  care 
of  Editor  &  Publisher. 


Tlie  Gloversvillc  (X.  Y.)  MorniiiR 
Hcr.-tld  and  die  Ttic.soii  (.Ariz.)  Citizen 
arc  new  active  A.  N.  I’.  A.  members. 


AD  MEN  SEE  PAPER  MADE 


Two  Parties  Visit  N.  Y.  Times  Plant  to 
Aid  Copy  Work. 

About  25  members  of  the  J.  Walter 
I'bompson  •  Advertising  Agency’s  staff 
visited  the  New  York  Times  Anne.x  on 
Thursday  evening,  May  22,  and  were 
conducted  through  the  rotogravure,  plio- 
tographic,  re-lonching,  tracing,  etching 
and  priming  departments.  The  idea  of 
the  visit  was  a  suggestion  by  Nat  Olds, 
advertising  director  of  the  Kayscr  Silk 
C'ompany.  His  thouglit  was  that  if 
agency  copy  men  could  get  a  “close-up” 
on  the  handling  of  rotogravure  advertis¬ 
ing  copy,  it  would  he  to  the  advantage 
of  advertiser,  agency  and  newspaper. 

Thirty  members  of  the  Junior  Adver¬ 
tising  Club  of  New  York  spent-  two 
hours  h'riday  evening  going  over  the 
Times  plant. 


PRINGLE  UPHOLDS  $(,9  A  TON 

Appeal  Tribunal  About  to  Pa.ss  on  Cana¬ 
dian  News  Print  Point. 

Ottawa,  Out.,  June  3. — The  news 
print  price  case  is  once  more  before  the 
appeal  tribunal,  which  is  scheduled  to 
hear  the  case  on  its  merits  tomorrow, 
following  which  it  may  either  confirm, 
lower  or  increase  ihe  price  fixed  by  the 
commissioner.  Commissioner  R.  A. 
Pringle,  K.  C.,  secs  no  reason  to  alter 
the  price  of  $69  per  ton  he  fixed  for  news 
print  in  Sepicmhcr  last.  In  a  short  judg¬ 
ment  just  issued,  he  confirmed  the  pre¬ 
vious  order. 

Following  issuance  of  the  $69  ruling, 
Canadian  publishers  appealed  to  the 
(iovernment,  which  appointed  a  special 
tribunal  of  judges  to  hear  the  case,  and 
some  time  ago  this  body  gave  instruc¬ 
tions  to  take  new  evidence  of  a  mimher 
of  points.  This  evidence  was  heard  by 
C(>mmissioncr  Pringle,  with  result  pre¬ 
viously  noted. 


BRAZIL  AFTER  U.  S.  TRADE 


Cliamhcr  of  Commerce  Establishes  Head¬ 
quarters  in  St.  Louis 

St.  Louis,  June  2. — The  Brazil  Cham¬ 
ber  of  Commerce  of  the  United  States 
has  been  organized  to  develop  South 
.American  trade  with  the  Utiited  Stales. 
The  Chamber  will  he  national  in  its 
scope,  and  will  have  headquarters  iti  St. 
Louis.  The  committee  in  charge  is  com¬ 
posed  of  1’’.  Ernest  Cramer,  chairman, 
and  J.  A.  Troy,  secretary,  of  the  Foreign 
frade  Bureau  of  the  St.  I.ouis  Chamber 
of  Commerce;  Charles  Sutler,  director 
for  Missouri  of  the  Mississipiii  Valley 
Association;  William  Msclier,  president 
of  the  St.  Louis  Coffee  Roasters’  Asso¬ 
ciation;  and  Dr.  Sahastaio  Sampaio, 
Brazilian  Consul.  The  nevvly-organize<l 
Cliamhcr  will  have  ofiices  in  llic  Third 
National  Bank  building. 

MORE  w\(;e  demands  in  n.  y. 

Eiijiineers  and  Maeliinisls’  Unions  Caxcs 
Before  Publishers  Association 

Representatives  of  the  New  York 
City  newspaper  publishers  met  a  com¬ 
mittee  of  the  engineers’  union  Tuesday 
to  discuss  the  demand  of  the  union  for 
an  increase  in  pay  from  $5  to  $6..S()  a 
day.  The  discussion  was  conlinued  un¬ 
til  I’riday. 

.A  meeting  will  be  ludd  this  week  hc- 
Iwecn  a  committee  from  the  New  ^'ork 
City  publishers  and  a  committee  repre- 
.senting  the  machinists’  union  to  consider 
further  the  demand  of  the  imioii  for  an 
increase  in  wages  from  $7.20  a  day  to 
$10  a  day. 

Hugh  .Amick,  formerly  of  Bartlesville, 
Okla.,  is  now  on  the  Kansas  City  Jour¬ 
nal  copy  desk. 


$300,(MK)  buyg  leading  daily 
newspaper  of  a  large  terri¬ 
tory.  Making  more  than  $40,- 
(MM)  a  year.  $100, (MM)  eash 
necessary.  Balanee  eaii  be 
deferred  to  suit  purebaser. 
Proposition  S.  B. 

(’Iiarles  M.  Palmer 

.Vcwshipcr  I'roperites 

225  Fifth  Ave.  New  York 


Substantial  Evidence 

Our  office  walls  are  lined  with  more 
than  twenty  autographed  photographs 
ol  principals  we  have  represented  in 
important  newspaper  consolidations 
and  transfers  in  the  past  ten  years. 
Many  of  these  men  are  National  fig¬ 
ures  in  the  publishing  field  and  they 
are  sending  us  business  whenever  the 
opportunity  offers. 

Harwell  &  Cannon 

Newspaper  and  Magazine  Properties 
Times  Building,  New  York,  N.  Y. 


SPLENDID  MIDDLE 
WEST  DAILY  for  Sale. 

Owing  to  nnu.sual  personal  rea- 
.son.s;  business  eonstantly  growing; 
oldest  paper  In  its  city;  strong  op- 
I)08ltlon,  but  large  Held  in  city  and 
surrounding  territory,  numbering 
over  2(Mi,(t(M)  inhabitants;  present 
business  about  $7.6.0ti(»  yearly;  can 
be  Increased;  rates  automatically 
Increase  soon.  Price  $100,000  and 
satisfaetory  terms  can  be  arranged 
to  parties  showing  real  record.  Ad¬ 
dress,  "Middle  West,’’  care  Editor 
&  I'ublisher. 


O^bititary 

Nathan  B.  Heath,  slate  editor  of  the 
I’liiladclphia  Record  for  more  than  25 
years,  died  recently,  aged  64  years. 

Frederick  F.  Dale,  a  publicity  man, 
died  in  the  Knickerbocker  Hospital,  New 
York,  May  27,  aged  69  years. 

Kin  Hubbarp,  Jr.,  one-year-old  son 
of  Kin  Hubbard,  of  the  Indianapolis 
News  staff,  was  drowned  in  a  small 
creek,  near  that  city,  last  week,  when 
an  aulomohile  which  the  father  was  driv¬ 
ing  became  tmmanageahlc  and  left  the 
road. 

.Michael  H.  Crane,  a  veteran  teleg¬ 
rapher  for  the  old  Biihlishers  Press  and 
the  United  Press,  died  May  30  at  his 
lioiiie  in  Brooklyn,  aged  65  years. 

Mu  HAEL  J.  (i.wiN,  father  of  John  11. 
(iaviii,  city  editor  of  tlic  New  York 
W  orld,  died  ibis  week  al  his  home  in 
Jersey  Cily,  following  a  long  illness.  He 
was  (>.)  jears  old  and  a  iiromiiient  city 
ofileial  and  coiilraclor. 

(■h.srles  Putnam  Tower,  editor  of 
.Motor  Boat  and  secretary  of  the  Ameri¬ 
ca!'  Bower  Boat  .Association,  died  Sun¬ 
day  at  Fast  Orange,  N.  J.,  aftqr  a  long 
illness. 

Thomas  J.  I.inule,  who  died  May  30 
at  the  age  of  72,  was  connected  with 
papers  at  Sedalia,  Windsor  and  Clinton, 
.Mo. 

Miss  Ci  aire  Masters,  a  former  adver¬ 
tising  manager  in  Barllesv ille,  Okla.,  and 
later  connected  with  Omaha  stores  in  the 
same  capacilv,  died  at  Las  N'egas,  N,  M., 
May  27. 

F.  L.  Parker,  a  Lake  Cily  (N.  C.) 
newsiiaper  man,  was  killed  in  a  street 
car  accident  in  Kansas  Cily,  May  27. 
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now  TO  TEST  THE  INKS 
FOR  NEWSPAPERS 

{Continued  from  Pane  12.) 

•  Hifjlily  mixed  as  before.  The  ink  knife 
should  l)e  wiped  clean,  and  one  corner 
diliped  in  the  first  mixture  and  the 
other  corner  in  the  second  mixture,  and 
the  two  samples  ruhlied  out  on  a  sheet 
of  paper  hy  bearing  down  firmly.  This 
will  bring  the  two  tints  side  by  side  for 
comparison  and  the  slightest  variation 
in  the  strength  of  color  may  be  readily 
iletected. 

Suppose  the  second  sample  shows  up 
much  weaker  in  tint  than  the  first  sam¬ 
ple.  To  determine  the  percentage  of  the 
deficiency  in  tinctorial  strength,  weigh 
a  small  quantity  of  the  second  ink  and 
mix  with  the  second  lot  of  tint,  and  rub 
out  as  before.  This  process  must  be  re¬ 
peated  until  the  two  tints  are  matched 
as  exactly  as  possible. 

Then  the  percentage  of  ink  added  to 
bring  the  tint  up  to  the  strength  of  the 
first  sample  is  readily  calculated,  and  in¬ 
dicates  exactly  the  percentage  of  the 
deficiency  in  tinctorial  strength  of  the 
second  ink  as  compared  with  the  origi¬ 
nal  sample. 

Calculating  Inferiority 

For  illustrations,  suppose  the  first  tint 
was  obtained  by  using  two  hundred  mil¬ 
ligrams  of  the  original  ink  and  in  order 
to  match  it  three  hundred  milligrams  of 
the  second  lot  of  ink  were  required. 
This  indicates  a  cut  of  fifty  per  cent 
in  the  color  strength  of  the  second  ink 
and  is  positive  measure  of  the  inferior¬ 
ity  in  the  quality  of  the  second  ink. 

In  testing  yellow  or  other  light  col- 
»>red  inks,  the  tint  may  be  made  more 
easily  with  a  dark  blue  ink  for  the  mix¬ 
ing  base  instead  of  white.  White  should 
be  used  for  testing  blues  and  reds. 

The  quantities  of  mixing  white  and 
inks  to  be  tested  suggested  in  the  fore¬ 
going  are  for  purposes  of  illustration 
only  and  need  not  be  followed.  Indeed 
other  quantities  may  be  found  to  give 
better  results. 

The  principal  thing  is  to  sec  that  the 
greatest  care  is  used  in  every  step.  It 
should  lie  borne  in  mind  that  if  larger 
quantities  are  used,  the  smaller  will  be 
the  variation  in  the  final  percentages 
due  to  errors  in  weights. 

On  the  other  hand,  the  larger  quan¬ 
tity  will  require  more  care  in  mixing  to 
a  uniform  tint. 

Experience  will  show  the  best  way  to 
get  the  desired  results,  and  after  a  few 
tests  have  been  made,  it  will  be  possible 
to  do  the  work  in  a  comparatively  short 
time. 


147,632  Inches  of  “Loan”  Publicity 
Tacoma,  June  2. —  During  the  recent 
Victory  Loan  cam]>aign  in  the  State  of 
Washington,  70,000  column  inches  of 
free  news  space  were  given  by  the  press 
of  the  State.  To  this  can  be  added  77,- 
f>32  column  inches  of  advertisements  do¬ 
nated  to  the  Loan  drive  by  merchants 
all  over  the  State.  This  does  not  in¬ 
clude  that  which  was  paid  for  by  the 
Government. 


Th«  amatsainatloa  of  tbe  two  Icadlnc  pro- 
creaatTo  Jawlah  newapapera  of  New  Tork 

THE  DAY 

mnd 

THE  WARHEIT 


brlnfa  Into  being  tbe  moet  powerful  adeer- 
tlalng  medium  In  tbe  Jewiah  Beld. 


TIm  National  ]ewi$h  Daify 


SIX-POINT  RENOMINATES  BURKE 

Annual  Election  to  Be  Held  at  Advertis¬ 
ing  Club  Tomorrow 

The  annual  meeting  and  election  of 
officers  of  the  Six-Point  *l-eague,  of 
Vcw  York,  will  be  held  tomorrow,  at 
12:30  noon,  at  the  Advertising  Club. 
The  nominating  committee  has  selected 
the  following  prospective  officers  for  the 
ensuing  term:  President,  Hugh  Burke; 
vice-president,  Fred  Mote;  treasurer,  E. 
1).  Uuryea;  secretary,  Ralph  R.  Mulli¬ 
gan;  executive  committee,  Dan.  A.  Car- 
roll,  M.  D.  Bryant,  E.  S.  Cone,  Herman 
G.  Halsted,  William  J.  Morton,  Harry 
1).  Reynolds,  J.  P.  McKinney;  represen¬ 
tative  to  A.  N.  P.  A.  Bureau  of  Adver¬ 
tising,  M.  D.  Hunton. 

Secretary  Mulligan  has  requested  all 
members  to  make  a  special  effort  to  be 
jiresent  at  the  meeting,  which  will  be 
held  in  conjunction  with  luncheon. 

The  Six-Point  League  is  a  body  of 
newspaper  representatives  with  offices  in 
N'ew  York  City,  organized  for  extending 
the  knowledge  of  the  pre-eminent  value 
of  newspaper  advertising. 

James  Muir  Buys  a  Paper 

Ottawa,  Ont.,  May  30. — Ex-Con¬ 
troller  James  Muir,  member  of  the  Par¬ 
liamentary  Press  Gallery,  has  purchased 
the  Almonte  Gazette,  one  of  the  best 
known  weeklies  in  the  Ottawa  \'alley. 
Its  owner  of  recent  years  has  lieen  James 
McIx:od,  who  is  retiring.  Mr.  Muir  is 
a  well  known  Ottawa  newspaperman 
who  for  some  years  was  identified  with 
the  Journal. 


Visiting  Paper  Plants 
Ottawa,  Ont.,  May  30. — General 
.\rthur  Boucher,  who  has  a  notable 
h'rench  army  record,  is  visiting  Canadian 
pulp  and  paper  plants  in  the  interests  of 
a  group  of  French  manufacturers. 
While  here,  he  intimated  that  on  his  re¬ 
turn  to  Paris  he  would  recommend  the 
adoption  of  several  Canadian  methods 
he  considers  superior  to  those  in  vog;ue 
in  France. 

Notable  Memorial  Edition 
The  Camp  Merritt  Dispatch,  a  mili¬ 
tary  newspaper,  published  a  special  Me¬ 
morial  Edition  of  more  than  one  hun¬ 
dred  pages.  It  is  the  most  ambitious 
effort  of  the  kind  on  the  part  of  any  of 
the  camp  papers,  and  is  an  excellent  ex¬ 
ample  of  specialized  newspaper  making. 


Food  Medium 
of 

New  Jersey 

Trenton  Times 

A.  B.  c 

2c — 12c  Per  Week 

KELLY  SMITH  COMPANY 
20  Fifth  Avenue  Lytton  Building 
NEW  YORK  CHICAGO 


Canadian  Pres*  Clipping* 

Tbe  problem  of  covering  tbe  Canadian 
Piehl  ia  anawered  by  obtaining  tbe 
aervlce  of 

The  Dominion  Press 
Clipping  Agency 

wblcb  glvea  tbe  cllpplnga  on  alt  mattera 
of  Intereat  to  yon,  printed  In  over  B5 
per  cent,  of  tbe  newapapera  and  publlca- 
tlona  of  CANADA. 

We  cover  every  foot  of  Canada  and 
Newfoundland  at  our  bead  office. 

74-76  Cburch  Sl,  Toronto,  Can. 

Price  of  aervlce,  regular  preaa  clipping 
ratea — apedal  ratea  and  dlaconnta  to 
Trade  and  Newapapera. 


Now  “Colonel”  David  S.  Barry 

Washington,  June  3. — A  group  of 
the  “old  timers”  among  the  corps  of 
Washington  correspondents  paid' trib¬ 
ute  to  one  of  their  associates  of  long 
standing  after  David  S.  Barry,  for 
many  years  the  repre.sentative  of  the 
Providence  Journal,  had  been  for¬ 
mally  elected  sergeatit-at-arms  of  the 
United  States  Senate. 

Mr.  Barry  was  in  the  Press  Gal¬ 
lery  when  a  resolution  offered  by 
Senator  Lodge,  the  Republican  ffoor 
leader,  nominated  him  for  the  Senate 
office.  Under  the  leadership  of  “Jim” 
Preston  an  official  inaugural  commit¬ 
tee  was  formed  in  the  Senate  gallery 
to  induct  the  new  official  into  office. 

With  the  always  efficient  and 
wholly  indispensable  “Jim”  as  grand 
marshal  a  solemn  delegation  of  vet¬ 
erans  escorted  Mr.  Barry  to  his  of¬ 
fice  where  Gus  J.  Karger,  of  the  Cin¬ 
cinnati  Times  Star  and  chairman  of 
the  Standing  Committee  of  Corre¬ 
spondents  was  master  of  ceremonies. 
In  the  group  were  “Jerry”  Matthews, 
for  many  years  with  the  New  York 
Sun;  “Charley”  Albert,  of  the  World; 
“Gus”  MeSween,  of  the  Philadelphia 
North  American ;  “Bob”  Small  of  the 
Public  Ledger;  Major  Alfred  Stoefer, 
of  the  Baltimore  News;  Frank 
Whitehead  of  the  Washington  Post 
and  “Jack”  Messenger  of  the  Wash¬ 
ington  Star. 

At  the  suggestion  of  Mr.  Mes¬ 
senger  that  for  many  years  the  office 
of  sergeant-at-arms  of  the  Senate  has 
carried  the  title  of  colonel,  Mr. 
Karger  formally  conferred  that  rank  I 
upon  Mr.  Barry.  j 


Ad  Club  Has  Speaking  Corps 

.St.  Louis,  Mo.,  June  2. — The  Public 
Speakers’  Committee  of  the  Advertising 
Club  of  St.  Louis  is  working  on  a  plan 
to  organize  a  corps  of  speakers  to  make 
talks  on  advertising  topics  before  other 
organizations  in  St.  Louis. 


Can  You  Write? 

Then  why  not  place  some  of 
your  work  with  the  magazine  and 
book  puljlishers.  We  will  handle 
your  manuscripts  promptly  and 
efficiently  and  keep  you  posted  on 
the  market  conditions  of  copy. 
We  consider  the  work  of  experi¬ 
enced  writers  only.  Write  us  for 
particulars. 

WILDER  &  BUELL 

225  Fifth  Avenue  New  York 


R.  J.  BIDWELL 
CO. 

Pacific  Coast  Raprasentativa  of 

Daily 

Newspapers 

SAN  FRANCISCO  OFnCE 

of  tha 

Editor  &  Publisher 

742  Market  Street 
SAN  FRANCISCO 
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Advertising  and  Publishing 
Interests  Coordinated 

Working  Together  in  Chicago  Victory 

Loan  Drive  They  Raised  $4,000,000, 
Greatly  Exceeding  Their  Quota. 

Paul  E.  Faust,  of  Mallory,  Mitchell  & 
Faust,  Chicago,  who  was  Vice-Chairman 
of  the  Advertising  .Agencies  Division  in 
ihe  Victory  Loan  campaign,  is  of  the 
opinion  that  the  record  of  the  advertis¬ 
ing  and  puhli.shing  interests  in  this  and 
previous  Liberty  Loan  drives  is  unique. 

In  a  letter  to  Editor  &  Publisher,  Mr. 
Faust  expresses  his  belief  that  Chicago 
is  the  only  city  where  the  advertising  and 
publishing  interests  were  grouped  as  one 
industry.  These  interests  rolled  up  a 
total  for  the  Victory  Loan  of  $4,000,000, 
or  162  per  cent,  of  the  quota.  In  the 
Fourth  Loan  they  also  raised  $4,000,000. 
Out  of  35  trade  divisions  only  one 
equaled  the  record  of  the  Advertising 
and  Publishing  Division. 

On  the  Fourth  Loan  the  agencies  alone 
subscribed  $1,000,000  of  a  quota  of  $4,- 
000,000. 

Arthur  Brisbane  was  chairman  of 
Division  No.  1,  and  made  his  headquar¬ 
ters  in  Chicago  throughout  the  campaign, 
writing  some  of  the  most  forceful  liter¬ 
ature  used  in  the  big  drive.  In  addition 
to  his  broadsides  in  the  Herald  and 
Examiner,  Mr.  Brisbane  made  several 
highly  effective  speeches  at  the  Associa¬ 
tion  of  Commerce,  appearing  with  Will¬ 
iam  Howard  Taft  and  others.  Wm.  H. 
Rankin  was  Vice-Chairman  of  Division 
No.  1,  having  in  charge  the  subscrip¬ 
tions  of  the  Chicago  daily  newspapers. 


SIGNS 

For  Classified  Ad  and  Circulation 
Departments 

NEW  PROCESS  SIGN 

1  Looks  Like  Metal,  Wear*  Lika  Metal,  But 

1  Costs  Less  Tham  Metal 

1  Send  today  for  samples  and  quantity 
prices. 

S.  BLAKE  WILLSDEN 

Specialties  for  the  Circulation  Department 
Z»  E.  Madison  St.  ChicafO 

We  can  increase  yonr  basinesa — 
yon  want  it  increased. 

Yon  have  thought  of  presa  clipp¬ 
ings  yourself.  But  let  ns  tell  yon 
how  press  clipping  can  be  made 
a  bn^esB-bnilder  for  yon- 

BURRELLE 

145  Lafayette  Sl,  N.  Y.  City 

Established  a  Quartar  of  a  Cantury 

Hemstreet’s 

PRESS 

CLIPPINGS 

Tenth  Avenue  at  45th  Street 
New  York 


The  Same  Thought 

The  Same  Money  Exchange 

The  Same  Hahits 

The  Same  Business  Principles 

MAKE  CANADA  A  NATURAL 
MARKET  FOR  U.  S.  PRODUCTS 

and  advertising  in  the  daily  newspapers  (the  great¬ 
est  potential  business  building  force)  is  the  logical 
and  practical  method  of  promoting  the  market. 

Canadians  flock  to  see  motion  picture  films  starring  United  States  actors  and  actresses  in 
scenarios  prepared  by  United  States  playwrights  for  United  States  audiences. 

Canadians  patronize  baseball  games  regardless  of  the  fact  that  nearly  all  the  professionals  have 
been  recruited  from  the  United  States. 

For  post-graduate  courses  thousands  of  Canadians  attend  United  States  universities.  Interna¬ 
tional  conventions  are  the  vogue.  Canadian  public  men  take  their  cue  in  no  small  measure  from  the 
United  States. 

Canadians  promptly  adopt  the  newest  United  States  slang.  They  look  to  New  York  as  the  com¬ 
mercial  center  of  the  continent. 

New  York  or  Chicago  experts  are  imported  by  Canadian  municipalities  to  advise  on  transpor¬ 
tation  and  other  questions. 

Canadian  exporters  to  a  very  large  extent  ship  their  products  to  overseas  markets  via  New  York 
or  other  United  States  ports. 

Large  quantities  of  Canadian  commodities  reach  foreign  destinations  as  products  of  the  United 
States,  and  are  so  recorded  in  official  trade  statistics. 

Canadians  respond  just  as  readily  to  advertising  as  do  the  citizens  of  the  United  States,  and 
they  have  just  as  great  a  respect  and  confidence  in  their  home  newspapers. 

The  following  newspapers  cover  the  most  populous  portion  of  the  Dominion  ajid  would  be 
pleased  to  supply  information  about  local  marketing  conditions  in  the  area  reached  by  their  circu¬ 
lations. 


PROVINCE 

OF  ONTARIO 

Population  2,523,274 

Lines 

Lines 

Circulation 

2,500 

10,000 

Circulation 

2,500 

10,000 

Border  Cities  Star  (Windsor)  .... 

.... 

12,403 

.03 

.03 

Kingston  British  Whig  . 

. IE) 

6,237 

.02 

.015 

fBrantford  Expositor  . 

(E) 

10,160 

.025 

.025 

London  Free  Press  . 

.(MN&E) 

41,610 

.07 

.06 

tBrorkville  Recorder-Times  . 

Chatam  Daily  News  . 

"Galt  Reporter  . 

(E) 

(E) 

(E) 

4,225 

2,472 

3,955 

.025 

.01 

.015 

.015 

.0071 

.0125 

Peterborough  Examiner  . . . 
St.  Catharines  Standard  .... 

*Toronto  Globe  . 

Toronto  Star  . 

. (E) 

. (E) 

. (M) 

. (E) 

5,900 

8,006 

87,296 

85,077 

.0193 

.0275 

.15 

.14 

.015 

.0175 

.11 

.11 

Guelph  Mercury . 

.(E) 

3,315 

.015 

.01 

Toronto  Star  . 

. (S) 

65,763 

.105 

.09 

*Hamilton  Spectator  . 

.(E) 

30,357 

.055 

.05 

Toronto  World  . 

. (M) 

26,608 

.09 

.06 

Hamilton  Times  . 

.(E) 

11,200 

.035 

.03 

Toronto  World  . 

. (S) 

92,128 

.12 

.09 

PROVINCE  OF  QUEBEC 

1  Government  Statement,  April  1,  1919. 

Population  2,002,731 — English  397,392 

1  ""A.  B.  C.  Keport,  April  1,  1919. 

French  1.605.339 

1  tl’ublishers'  Statement,  April  1,  1919. 

Lines 

Lines 

Circulation 

2,500 

10,000 

Circulation 

2,500 

10,000 

Montreal  Gazette  (3c-t8  yr.) . 

(M) 

32,183 

.085 

.07 

Montreal  Star  . 

. (E) 

110,820 

.12 

.1050 

Montreal  La  Presse  (2c.  per  copy) 

.(El 

154,905 

.13 

.11 

Quebec  Le  Soleil . 

. (E) 

35,275 

.06 

.06 

THIS  ADVERTISEMENT  WON.  $100  IN  THE  GLOBE'S  $1,000  AD] 


1918 

AGATE  LINES 


WORLD  AooQ^3e  “ 

(tVENlNC)  UNElS 

JOURNAL 

lineJ» 


GLOBE  2^66,147 

SUN  2,320,158 

JOURNAL  2,163.483 
WORLD  2,000.174 

MAIL  1,790,970 


.,723.155  LmtS 

CLOBE 

TELEGRAM 

V245.009  LiNtS 


TELEGRAM  1,316,524 


POST 


e5«,.2IO  LIMC5 


POST 


NO  MORNING  OR  SUNDAY  PAPER  HAS  EVER  EXCEEDED  1,410.638  LINES 


Experts  on  merchandising  will  tell  you  that  you  will 
do  well  to  watch  how  the  successful  department  stores  plan 
their  advertising  campaigns.  The  department  stores  use 
advertising  to  an  extent  reached  by  few  concerns  in  other 
lines  of  business;  therefore,  having  made  an  exhaustive 
study  of  advertising  mediums  for  years,  no  business  con¬ 
cern  is  better  qualified  to  judge  of  the  relative  merits  of 
those  mediums.  Sentiment  “cuts  no  ice”  with  the  de¬ 
partment  stOTes,  in  their  selection.  They  place  their  ad¬ 
vertising  on  the  strictly  business  basis  of,  “How  well  does 
this  medium  pay?” 

The  chart  above  shows  the  amount  of  advertising,  in 
agate  lines,  used  by  sixteen  of  the  largest  retail  stores  in 
New  York  City,  during  the  past  five  years,  in  the  evening 
newspapers  of  New  York  City.  These  sixteen  big  stores, 
during  the  past  four  years,  have  awarded  almost  exactly 
TWO-THIRDS  of  their  advertising  to  the  evening  news¬ 
papers  and  ONE-THIRD  to  the  morning  and  Sunday 
newspapers  combined.  (53,000,000  line?  as  compared 
with  28,(XX),(XX)  lines.)  The  morning  newspaper  leading 
its  morning  competitors  in  the  amount  of  this  advertising 
was  only  on  a  level  with  the  lowest  of  the  seven  afternoon 
newspapers;  and  the  Sunday  newspaper  which  led  its 
Sunday  competitors  ranked  sixth  on  the  list  when  com¬ 
pared  with  the  evening  newspapers. 

Draw  your  own  conclusions  as  to  what  New  York  news¬ 
paper  will  bring  you  the  best  returns. 

The  180,000  families  which  read  The  Globe  daily  are 
families  with  purchasing  power.  An  advertisement  in 


The  Globe  is  like  a  personal  message  to  them,  because  they 
have  learned  to  rely  so  thoroughly  upon  The  Globe’s  trust¬ 
worthiness.  As  an  advertiser,  you  may  not  care  whether 
The  Globe  is  three  years  old  or  fifty  years  old,  so  long  as 
it  brings  results.  But  the  readers  of  The  Globe 
realize  that  it  is  125  years  old — the  oldest  evening 
newspaper  in  America — and 'to  them  The  Globe  is  gospel 
true.  They  are  justified  in  that  belief.  The  Globe  is 
peculiarly  a  newspaper  for  intelligent  families — for  men  of 
business  and  women  who  are  home-makers.  It  never 
prints  “yellow”  news  or  unverified  rumors.  It  prints  the 
real  news  of  the  world.  It  carries  regular  “features,” 
written  by  experts,  of  special  interest  to  each  member  of 
the  family — father,  mother,  and  children.  It  is  not  a 
paper  tossed  aside  after  a  glance  at  the  headlines.  It  is 
read  in  the  home,  by  every  member  of  the  family. 
That  is  why  it  stands  first,  in  the  opinion  of  those  shre^^ 
judges  of  cd-ertising  mediums,  the  department  stores, 
among  all  New  York  newspapers. 

The  Globe  has  always  led  in  safeguarding  both  the 
advertiser  and  the  buying  public.  Its  campaigns  against 
fraudulent  advertisements,  on  the  one  hand,  and  against 
misleading  statements  of  circulation,  on  the  other,  are 
famous.  Seven  years  ago  The  Globe  organized  the  Audit 
Bureau  of  Circulation,  which  has  now  a  membership  of 
1,000  newspapers  in  the  United  States,  practically  eliminat¬ 
ing  the  old  style  circulation  liar.  More  recently,  77  news¬ 
papers  have  joined  The  Globe  in  pledging  themselves  to 
co-operate  with  advertising  agencies  bv  allowing  commis¬ 
sions  to  th3  agencies  on  foreign  business  linked  to  the 
name  of  the  local  advertiser. 


*  (The  sixteen  New  York  department  etores  and  retail  shops  on  whoee  advertising  this 
chart  Is  based  are:  Altman  A  Co.,  Arnold,  Constable  &  Co.,  Beat  &  ('o.,  Blonmingdale 
Bros.,  Bonwit.  Teller  &  Co..  Glmbels,  Hearn,  Lord  A  Taylor.  James  MeCreery  &  Co., 
R.  H.  Macy  A  Co.,  Op[>enheim,  Collins  A  Co.,  Franklin  Simon  A  Co.,  Stern  Bros., 
Stewart  A  Co.,  John  Wanamaker,  and  J.  M.  Gtdding  &  Co.). 


The  Globe  invites  the  national  advertiser  to  study  the  purchasing  power  of  the  180,(X)0  families  who  are  its  strady 
friends  in  New  York  Oty.  The  Globe  has  probably  put  mewe  new  advertisers  on  their  feet  in  New  York  during  the 
last  five  or  six  years  than  all  the  other  New  York  nevirspapers  combined. 


THE  NEW  YORK  GLOBE 


JASON  ROGERS,  Publisher 


(This  advertlssmoat,  propared  by  the  W.  B.  Bankln  Company  of  Chleaco.Ndoos 
not  necessarily  represent  the  estimate  of  The  Qlobe  by  that  agency,  but  rather  their 
view  regarding  The  Olobs’s  strongest  appeal  as  an  advertising  medium.) 


